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Oy, thy . With watch-like yoniten these special ma- 
ef ha chines in the Columbian mills draw the strands from 
large reels and “lay” them into the finished Rope. The 
equal pull on each strand assures uniformity—greater 


QUALITY strength—longer life. It avoids the cut-in strands which 


shorten the life of rope made by less accurate methods. 


ows COLUMBIAN ROPE COMPANY 


f h 352-80 Genesee Street 
every Step oi the way AUBURN, “The Cordage City.” N. Y. 


Branches: New York, Chicago, Boston, New Orleans 


COLUMBIAN ssi: ROPE 


Net Paid Circulation This Issue 20,010 
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MUTHO UU 


OF 


WOOSTER BRUSHES 






Gone are the days when you must accept a brush returned by a 
customer and sheepishly admit that it does look like the moths had 
gotten into it. Now you can forget the danger of those winged 
destroyers getting into your paint brush stock... provided you 
standardize on Woosters, the first and only brushes to be effec- 
tively moth-proofed. Consider too, the many other advantages 
Woosters offer. Foss-Setting, that rocklike base in which the bristles 
are set, makes shedding an impossibility. Genuine, long-wearing 
Chinese bristle assures months of added life. And a simplified 
merchandising plan (which we'll be glad to tell you more about) 
makes it possible for you to satisfy most every brush requirement 


with a condensed line of only twenty-six brushes! 


“a 


WOOSTER «=: BRUSHES 


THE WOOSTER BRUSH COMPANY, WOOSTER, OHIO 












Cea co cha ee ai es 


SR. Bate Ss 


4 
Ke 





his ADVERTISEMENT will 
be seen by millions of read- 
ers of the June 6th issue of 
The Saturday Evening Post 
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Dallas, June 
29, 1936. See 
hibit i 


Crime Prevent! 


THE YALE & TO 


NN 
orD, CO 
STAMF ¢ 


Canadien Division 
n any 


he above is another reason 
why “The Name YALE Helps the Sale.” This advertisement is 
timely, as well as forceful, for the Texas Centennial formally 
opens on June 6th. If you visit this exposition, be sure to 


see the YALE exhibit in the Warden Lawes Crime Preven- 

tion Building. Lecturers will speak to audiences of visitors 

on YALE Security as an aid to the prevention of crime. 
They are instructed to announce to every group 

that YALE Locks may be purchased at Hard- 

ware Stores. This is another example BES 

TEE 

<a, 


of our cooperation to increase 





your sales. 











THE YALE & TOWNE MFG. CO. 
STAMFORD, CONN,, U. S. A. 
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class matter March 24, 1933, at the Poet 
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Hardware Age, published every other Thursday by Chilton Co. (Ino.), Chestnut and 56th Sts., Philadelphia, Pa. Entered as second- 
Office at Philadelphia under the Act of March 3, 1879. (Printed in U. 8. A.) $1.00 per year. Single copies 15¢ each. Vol. 137, No 
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36” wide, 301%” high, 8” deep. Litho- 
graphed in nine colors. Convincingly 
tells the story of “Carefree Doors” 
and the hardware that makes them 
possible. Yours on request. 











National magazines read by 2 million 

sond prospective home builders. Architects’ 

Nat? ? ing and contractors’ publications. Every 

{ist month, they are driving home the im- 

er portance of using good hardware for 
“Carefree Doors” in new homes. 











age The story of the quality hardware that 
) P assures ‘“‘Carefree Doors” is interest- 

ingly told in the new Stanley booklet, 
widely distributed. Your store should 
have a supply on hand. 
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ground. 
your store stands for - your 





"pread and putter" 





araware - is paying again. 





pusiness - h 





The 





The hardware business is yours by right. 





tor - the 





prospective builder - the contrac 


architect - look to you for counsel as well as 


for quality hardware. 


We want you to know that The Stanley Works is 
bringing to bear all possible forces to help 
you get hardware business. It will pay you to 
take full advantage of our efforts - to identify 

your store as headquarters for Stanley Hardware 


for “Carefree Doors". 


Very truly yours, 





? arge of Sales 














The STANLEY WORKS 


New Britain, Conn. 
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ARE YOU SEEKING “CONNECTIONS” ? 


By E. B. Gallaher 
Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


S A MATTER OF BUSINESS POLICY, are you seeking “connec- 
tions” or are you just buying from hand to mouth from the “lowest 
bidder”? This question is worthy of serious thought. 

For me, as a manufacturer, I would rather have one real ‘‘connection”’ 
than have a dozen ‘“‘accounts’”—even though, for the time being, I 
could get more business from the latter. 

When we make a real “‘connection,” we take each other for “better 
or worse’’—we agree to work for each other’s interests—to stick together 
—to fight together for business. 


We are not afraid that some competitor will cut the ground from 
under our feet—nullify the work we have done together. 


The ‘‘connection” works both ways. It is equally as important for 
the Jobber as it is for the Manufacturer. 

We have our common problems—we must meet competition in qual- 
ity, price and service, and we must each get a “living wage”’ out of our 
operations. 

All this, and much more, can be gotten out of a good “‘connection”’ 
— it is impossible to realize it in any other way. 


My company has much to offer to the Jobber 
who is seeking a real “‘connection”’ for his Coated 
Abrasive materials—we, too, are looking for that 


Jobber. 








E. B. GALLAHER: 


CLOVER MANUFACTURING Co, || “ever Mfs- Co. Norwalk, Conn. 


You may send me, without obligation, samples of: 
NORWALK, CONN., UU. S. A. | Green-Stripe Flint Sandpaper. 

| Red-Stripe Turkish Emery Cloth. 

| Yellow-Stripe Aluminum Oxide Metal-Working Cloth. 












































SANDPAPERS __| Yellow-Stripe Aluminum Oxide Wood-Working Cloth. 
METAL-WORKING PAPERS sem Ste Aluminum Oxite Wood-Working Paper. 
AND CLOTHS | Orange-Stripe Garnet Cloth. 
WOOD-WORKING PAPERS Clover Grease-Mixed Grinding Compound. 
AND CLOTHS - Clover Water-Mixed Valve-Grinding Compound. 
CLOVER GRINDING AND penn mare 
LAPPING COMPOUNDS Character of Business 
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NOW, HERE S.A GIVE ME 

NICE WALL BRUSH, I RUBBERSET. 

MR, JONES... THATS ONE 
BRAND THAT 
MEANS 
SOMETHING 


TO ME / 


















WHY WASTE TIME AND MONEY PUSHING PAINT BRUSHES NOBODY KNOWS? 


RUBBERSET PAINT BRUSHES—known and trusted 
everywhere — SPEED TURNOVER and LIFT PROFITS! 
















HEN you plug an unfamiliar 

paint brush brand, you start 
from scratch. Maybe you can argue 
your customer into buying it— 
maybe you can’t. But when you 
push Rubberset, 60 years of good 
reputation and good results pave 
your way to a sale! 

The finest imported bristles gointo 
Rubberset Paint Brushes. They’re 
weighed, combed and sorted by 
skilled craftsmen—then set perma- 
nently in hard rubber by the exclu- 
sive Rubberset Process. No other 
“set-in-rubber” or “‘vulcanized-in- 


ONLYA 
BRUSH THAT 
IS TRADE MARKED 


RUBBERSET 
iS A GENUINE 
RUBBERSET 
BRUSH 






rubber” brush is a genuine Rub- 
berset. Rubberset bristles CAN’T 
come out. 





RUBBERSET LINE NOW SIMPLIFIED 
For your profit the Rubberset cata- 
log is sliced in half to cut down your 
inventory and step-up your turnover 
to double-quick time. Now only the 
heaviest-demand models are left. 
But there’s still a Rubberset Brush 
to handle every job and satisfy every 
painter! 

What’s more, hardware dealers 
report profit increases from 25% to 
100% since the Rubberset line was 
simplified. Call your wholesaler to- 
day and ask about YOUR SHARE 
of these boomtime returns! 


RUBBERSET COMPANY 


ADE-MARK 


PAINT BRUSH DIVISION =— 56 FERRY STREET, 
OWNERSHIP OF 


NO W UNDER THE 


6 


NEWARK, N. J. @ ESTABLISHED 1873 
SBRBearsret -e« 


MYERS co. 
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THE CYCLONE NAME DOES THE TRICK! 


OUR customers know that Cyclone “Red Tag” 

Products are good—that Cyclone can’t afford to put 
its name on a product that is not of the finest quality. 
Cyclone Lawn Fence comes in three different styles with 
gates to match. Standard heights 24” to 48”. 

Cyclone Flower Bed Border is also a big seller in 
Spring. Easily installed—conforms to any size or shape 
of flower bed, path or walk. Standard heights 16, 22 and 
26 inches. Standard length rolls of 100 and 150 feet. 

Telephone your jobber now for complete information 
and prices on Cyclone Red Tag Lawn Fence, Flower Bed 
Border and trellis. Ask him, too, about Red Tag Screen 
Cloth, Hardware Cloth, and Rubbish Burners. 
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DON’T MISS THESE SALES 





Many home owners prefer Cyclorte Complete Fence because it is 
so attractive as well as sturdy. Three styles: Ideal, Colonial, 
Imperial, 36, 42 and 48 inch heights. Cemeteries, too, are good 
prospects, as well as homes. Every part is finely made and fin- 
ished. There are many opportunities for profitable sales of 
Cyclone Complete Fence in your neighborhood. Ask your jobber 
for complete information. Or if your jobber cannot supply you 
with information, write us direct. 


CYCLONE «nes 198” LAWN FENCE 


: Standard Fence Co., Oakland, Cal., Pacific Coast Division 
Cyclone Fence Co., General Offices : Waukegan, Ill. | \ United States Steel Products Co., New York, Export Distributor 
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Potential Buyers of Garage 


Hardware are increasing! 
7 progressive strides made by auto- 


mobile manufacturers have brought 
about not only finer mechanical improve- 
ments but also lower prices. 


This era in which the purchase of a car 
has been brought within the means of 
all classes has greatly increased the num- 

us 00 Games ans has ber of car owners and consequently the 
Designed to carry doors around the corner number of garages, with sizes 
here and types of doors that call 
for a wide variety of hardware. 


National 


Garage Door Sets 
amply fulfill this diversified demand. 


ra In the extensive line are included 
ace many fine garage door sets, so stur- 


{ dily constructed and mechanically effi- 


| ( cient as to remain unimpaired through 
| g years of strenuous service. A few 
PS co b of these popular sets are illustrated. 


For those not acquainted with the 
complete National line we invite 
inquiries for full particulars con- 
cerning the representation of this 
popular hardware. 


NATIONAL 
MANUFACTURING CO. 


STERLING * ILLINOIS 








No. 800H Garage Set 


No. 801H Garage Set 


National Hardware is sold 
direct to the retail dealer— 
a policy that promotes qual- 
ity, service and direct selling 


No. 804 Garage Door Set cooperation. 
The doors swing into jamb against stops 
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DUTCH Boy 


‘ 
ALL-PURPOSE 
SOFT PASTE 


WHITE ila 


e . 
oun catten } — 
DUTCH BOY 
WALL PRIMER 


hha a wolome off Banna ="sul ; 


@ “Take away my painter cus- 
tomers,” says one merchant, “and 
you take away a big slice of my 
profits!” 


What a store needs, of course, 
is volume—and painter business 
is volume business. The painter, 
as everyone knows, gives his 
trade to the store that sells him 
his white-lead. 


The way to get that trade is to 


NATIONAL LEAD COMPANY 


111 Broadway, New York; 116 Oak St., Buffalo; 
900 W. 18th St., Chicago; 659 Freeman Ave., Cin- 
cinnati; 820 W. Superior Ave., Cleveland; 722 
Chestnut St., St. Louis; 2240 24th St., San Fran- 
cisco; National-Boston Lead Co., 800 Albany St., 
Boston; National Lead & Gil Co. of Pennsa., 316 
Fourth Ave., Pittsburgh; John T. Lewis & Bros. 
Co.. Widener Building, Philadelphia. 
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stock and push Dutch Boy White- 
Lead . . . the most sought-after 
item in the painter’s line. 

Other Dutch Boy products 
which also attract the painter are: 
Dutch Boy Linseed Oil, Dutch 
Boy Lead Mixing Oil, Dutch Boy 
Colors-in-Oil, Dutch Boy Liquid 
Drier, Dutch Boy Wall Primer 
and Dutch Boy Quick-Drying 
Red Lead Primer. 








WHAT THEY SEE THEY BUY 


Here’s a merchandising idea 
that store after store is finding 
profitable ...a Dutch Boy De- 
partment! You simply pick out 
your most prominent section of 
shelving and in it you concen- 
trate the Dutch Boy line, every 
item. Such a display makes a 
tremendous impression on paint- 
ers, makes them feel your store 
is a leader in supplying the kind 
of goods they buy. 





Dutch Boy 
Painters Products 














ATKINS HAND SAWS 


THE WINNING HABIT 


The fact that Man of War produced so many Cham- 
pions is no mere coincidence. It is the result of genera- 
tions of fine breeding . . . care . . . and training. 

E. C. Atkins and Company have produced a family of 
Champions. Atkins Hand Saws stand out prominently 
in this family. They are the result of generations of 
fine saw craftsmanship—of continuous experi- 

ment and test—and constant improvement. 

The men who make these Saws have records 

of from 20 to 30 years in the service of E. C. 

Atkins and Company and in making fine 

Saws. 


Atkins Silver Steel Hand Saws, because of their back- 
ground, can rightfully be called a lifetime Saw. They 
have won their Championship by their ability to stand 
long years of use . . . to give real saw value. To dealers 
this means extra dollars and cents profit because Atkins 
Hand Saws are easy to sell—easy to keep sold. 
If you are not now stocking Atkins Silver 
Steel Saws, ask about our Merchandising 
Units and how we help you sell. Address 
Dealers Service, E. C. Atkins and Company, 
410 South Illinois Street, Indianapolis, In- 
diana. 


The illustration above is from Atkins’ new 
Catalog featuring a complete iine of 
Atkins Saws and Tools. 


AT KINS Silver Steel SAWS 


A FAMILY OF CHAMPIONS 
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An Inquiry of Vital 
Interest to Every 


HARDWARE DEALER! 


| Sa Mr. McLaughlin there are literally hun- 
~ dreds of thousands of men and women who 
are asking WHY they should have to HUNT for 
DAZEY DEVICES when those devices are the best 
of their kind on the market. Scores of them per- 
haps have been in your store during the past few 
weeks—would have bought if their attention had 
been caught by a prominent display. Are you 
among the hundreds of dealers who have found 
DAZEY devices a veritable gold mine? If not— 
WHY deny yourself profits that come to you so 
easily? WHY force any of your regular customers 
to look elsewhere for something they naturally 
expect you to have—possibly form the habit of 
supplying other wants elsewhere, too. WHY give 
the impression that your store is not thoroughly 
abreast of the times by not having or letting 
people think you do not have items that other 
dealers say they can hardly keep on hand. WHY 
not cash in on the tremendous nationwide popu- 
larity of DAZEY devices—your jobber has them— 
ORDER TODAY! 






OME 


—o 
DAZEY DeLuxe *1.5 


Retail 
FORMERLY SPEEDO 


World’s most famous can opener. Nearly 3 million 
now in use and every user a booster. Guaranteed 
for 5 years, made to last a lifetime. Boost your unit 
of sale by always showing DeLuxe first. You will 
be surprised to see how many customers will want to 
see nothing else. 


DAZE CHURN & Po 
MFG. CO. ST. LOUIS, MO° 
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Asks 


MR. ‘LAUGHLIN 


RES. Prone He. 1708 













BUS Prone sa. e766" 



















L. H. PcLaughlin 
7 Auburn Ave _ ME. 
COMMERCIAL PHOTOGRAPHERS 


Feb. 25th, 1936 


The Dazey Churn & 

Mfg. 
Warne & Carter Potosi Me 
St. Louis, Mo. 


Gentlemen: 


Nearly two 
told me I wo; Reve 1280 You returned ne RY Money for tro 


uld ha ry 
@dealer. may. to buy from ny nearest dealer. Naa ere and 


I have just now found 








I tried 
"rote Sachomaetiae’ = the hardware and department Stores in 4 
pe ‘ap ate pe ‘a + and other towns and asked tor yous o capi Ry 
ve it and could not get it for on "thy iia ~_ 
WHY ... should I have to hunt f 
the best on the market? 


WEY ... should 7 
: have to make 
Product? He shoul bod your dealers sell me your 


or your product when you have 


aa I going to 411 this trouble 
I can answer the la 
the Seat ne St "WHY" and that 1s becaus 
pt rrytes Ppener on the Market, but I can't peeled 


of writing you this letter? 


you have got 
you try tna 











Yours truly, 


Cale 


L. H. McLaughlin 





DAZEY SENIOR  DAZEY JUNIOR 





The midget of DA- 


Second only to DAZEY ZEY Can Openers 

DeLuxe in everything $4.45 but mighty in effi- 2, 

a can opener ought to ciency. Actually out- 

be. Sales champion in sells openers at half ; 

the medium price range. Retail its price. Retail 
DAZEY-SPEEDO SUPER-JUICER 

The juicer that gets all the juice and 85 

golden pulp but automatically strains “Retail 


out seeds and pith—faster, easier. 
Amazingly popular. 


DAZEY SHARPIT 


Just turning the handle sharp- $ 60 
ens in a jiffy—no skill or prac- Retail 
tice needed. 
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TONCAN IRON 


provides added protection 
















@ There is a better sheet metal—Toncan Copper Molybdenum Iron— 
for use wherever sheet metal is used. Home builders and owners 
appreciate being told about it. They are glad to pay the trifling 
premium for this better sheet metal and the added protection and 
longer life it provides. 

Toncan Iron is an alloy of refined iron, copper and molybdenum— 
a rust-resisting alloy that lasts years longer than other ferrous sheet 
metal only slightly cheaper in first cost. For more than ‘27 years, 
Toncan Iron has, been proving its superiority in furnace jackets, 
ducts, roofs, gutters and spouts, flashing—wherever sheet metal is sub- 
jected in service to moisture or the elements—wherever the damaging 
fingers of that greatest of all racketeers, RUST, exacts a wasteful toll. 


“The Path to Permanence” is a book that tells the story of Toncan 
Iron in detail. You should have a copy. Write today. 


i. 
REPUBLIC. 


Republic Steel ot 


CORPORATION <fiiNcAN> 


COPPER "a9 
GENERAL OFFICES:-:-CLEVELAND, OHIO MO‘LY8-DEN-UM 


IRON 


When writing Republic Steel Corporation (or Steel & Tubes, Inc.) for further information, please address Department HA 
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It’s easier to se 


PLYMOUTH ROPE 


eee because YOUR CUSTOMERS GET the maximum in rope values from 


Plymouth Ship Brand Manila Rope—greater strength and safety, greater length 





of life. For Plymouth Manila Rope is made only from most carefully selected pure 
yn Manila Fiber by skillful workmen, under supervision that rigidly controls 


Plymouth’s superior quality. 


YOU GET active sales co-operation from the Plymouth Cordage Company, to help 
you move Plymouth Rope out of your store at a profit. Arresting displays for your 
"A window and counter. Attractive wall posters. Advertising booklets and folders 


appealing to many types of rope users . . . and other sales-stimulating material. 


YOU GET the benefit of extensive advertising in a wide variety of publications, 
selling Plymouth Rope to different classes of buyers. And, backing all sales efforts, 
the power of consumers’ acceptance and preference for Plymouth Cordage prod- 


ucts, built up through 112 years of manufacturing rope of unsurpassable quality. 


PLYMOUTH CORDAGE COMPANY 
NORTH PLYMOUTH, MASS. ¢ WELLAND, CANADA 


Sales Branches 


New York ¢ Boston « Baltimore « Philadelphia « Cleveland * Chicago « New Orleans ¢ San Francisco 


wha Colina: ~, youeanal 
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REASONS 


WHY PROFITS ARE INCREASED WITH 

































a SHAPED ... accurately balanced ... 
and easy to handle ... Osborn Steel Wire 


Scratch Brushes invite your customers to Stop... 
Look ... and BUY! For cleaning, removing, brush- 
ing and scores of other uses, Osborn 
Wire Scratch Brushes challenge 
comparison. And best of all... 
Osborn Brushes are UNIFORM 
in quality! That fact helps secure 


aN ag les “ir 
PO ie 


sane 


a) 
fafa . 
= profitable REPEAT business! 
i 
(4 0 Tw#t Os80kN Manuracrurinc COMPANY 
i. 5401 HAMILTON AVE. * CLEVELAND, OHIO 
ot Sales Offices: 
ae New York © Detroit ¢ Chicago *® San Francisco 


No. 1777 Osborn Steel 
Wire Scratch Brush is 
illustrated. The com- 
2 plete line includes all 
popular types and sizes. 
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The easiest 


selling poultry netting 


I have ever handled! 


AMERICAN HEX-CEL 





ORDINARY NETTING 


AMAZING NEW NETTING SELLS ON SIGHT 





“N? OTHER poultry netting can match it.” 
That’s what dealers are saying about the 
new American Hex-Cel. You'll agree—and so 
will your customers—when you make the simple 
demonstration pictured above: 
First—unroll some American Hex-Cel. 
Then—alongside of it, unroll any ordinary 
poultry netting. 
You'll see the difference at once. For Hex-Cel 
stays as straight and true as a steel yardstick! 
No bagging 
Hex-Cel Lock Joint firmly holds each cell in true 


alignment—gives your customers a flat, non- 
buckling fence—makes the use of top and bottom 


boards unnecessary—requires fewer supporting 
posts. Easy to erect. Stretches tight and 
straight without bagging. 

And Hex-Cel is built to /ast. Its copper-bear- 
ing steel wire, smoothly and evenly coated with 
zinc, fights the corrosive effect of weather, and 
chicken yard chemicals. Yet, with all its advan- 
tages, American Hex-Cel costs no more than 
ordinary netting. ’ 

Order now 
Your customers are learning about American 
Hex-Cel through national advertising. Stock it 
now, and get your share of this spring’s business 
on this remarkable poultry netting. 


AMERICAN HEX-CEL 


POULTRY NETTING 


Other American Brands: Hextraline, Straightline 


American Steel & Wire Company, 208 South La Salle Street, Chicago e Empire State Building, New York 


Tennessee Coal, Iron & R. R. Co., Birmingham 


Export Distributors: 
United States Steel Products Company 


Pacific Coast Distributors: 
Columbia Steel Company, San Francisco New York 
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» @.“bDOR CLOSER 


2 MODELS OF UNEQUALED VALUE sunt ey tHe Larcest 


EXCLUSIVE MANUFACTURER OF DOOR CONTROLLING DEVICES IN THE WORLD 


NORTON 
HIGHEST QUALITY 


SCREEN DOOR CLOSER 


No. 4 
RETAILS AT $2.00 








This "no slam" device is built strongly for long service . . non rust seamless brass tube . . unbreakable 
heavy steel stampings form the bracket, spring holder and hinge plate. Correct engineering assures 
checking at all times. Number 4 is packed in individual cartons with full instructions for applying. 
Sell a good product to sell satisfaction. 


NORTON 
EXCELLENT VALUE 


SCREEN DOOR CLOSER 


No. 04 
RETAILS AT $1.25 





A simplified closer of excellent workmanship. The tube is seamless and holds a powerful compression 
spring. Number 04 is a fine device, built for durable service of high quality materials, offered at a sur- 
prisingly low price. It is packed in individual cartons with full instructions for applying. (To be installed 
on opposite the hinge side only.) 


PUT THE NORTON SCREEN DOOR CLOSER COUNTER DISPLAY to work in your store— 
THERE ARE MANY SCREEN DOORS in your community that should stop slamming. 


WRITE TO YOUR JOBBER OR NORTON DOOR CLOSER COMPANY 


NORTON DOOR CLOSER COMPANY — 2900 N. WESTERN AVE.— CHICAGO, ILL. 


Division of the Yale & Towne Mfg. Company 
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ADVERTISING and SALES DOMINANCE 


= 


EASY WASHER MODEL 
4B -$100 washing ac- 
tion for $49.50 3-zone 
washing action EASY 
TURBOLATOR. Silent 
gear case. Automatic 
wringer, strike type re- 
lease 


EASY WASHER MODEL 
1B —-EASY Spiralator 
washing action and new 
Super-Safety Dual-Re- 
lease wringer. More sales 
features than any other 


wringer type washer. 


EASY MODEL 2DS 
EASY Spiralator wash- 
ing and EASY Damp- 
Dryer Extractor. Saves 
half the time from tub 
to line. Damp-dries 
everything. Also avail- 
able with vacuum cup 
washing action. 


| EASY leads in NEWSPAPER ADVERTISING! 


EASY Washers and Ironers occupied more space in leading newspapers than any other 
make—since the introduction of the 1936 line! 


2 EASY breaks all SALES RECORDS! 
* EASY Sales for 1935 were far ahead of any previous year—yet EASY sales in 1936 are 


again ’way ahead of 1935! 


. a EASY dealers make MORE MONEY! 


EASY dealers sell more Washers and Ironers for $100 and over—unit sale averages 
35% to 70% above the average of other makes. 


Easy dealers are going places! They 
are setting up new sales records in 
the washing machine business. 


They get real sales cooperation 
from the home office—everything 
it takes to find washing machine 
prospects, plus a product that turns 
prospects into buyers. 


Maybe the franchise is open in your 


territory. Write or wire to see this 
book—the complete story of “The 
Money Line of 1936.” Address 
Easy Washing Machine Corpora- 
tion, Syracuse, N. Y. 


Also a complete line for rural dis- 
tricts where electric power is not 


available. 


make EASY "THE MONEY LINE OF 1936 


EASY IRONER MODEL 
61--‘'Takes the other 
half of the work out of 
washday.’’ Operator sits 
down while ironing. Cuts 
hours off ironing time 
eliminates all of the 
drudgery. 








“The Money Line of 1936” 


EASY 


MAY 21, 1936 





WASHERS 


&IRONERS 





~ = 
soo remk_mmiapensrme cy TEs ek OVESES EATERS PERFORMING - TUS CHAME OF TEE BUTTERTLT “tes Pose 1 


“By courtesy of Harper’s Weekly’”’ 


New York—Roller Skating at the Brooklyn Rink 


Juvenile Skaters performing “The Chase of the Butterfly.” 
From Frank Leslie’s Illustrated Newspaper of May 12, 1877 


“We Americans do nothing by halves. It is either the whole thing 
or none with us. Within the past twenty years we have changed 
from a people who scarcely ever participated, as a nation, in 
recreative exercise, to a rivalry with England in our love of sports 
and pastimes. This growth in popularity of sportive exercise, too, 
is not an evanescent thing; we have really become attached to out- 
door sports and pastimes, and our desire to excel all others in every 
department of manly exercises will not cease until we have carried 
off the championship honors in every game or exercise in vogue. 


E subject of our illustration is a scene which 

occurred at the inaugural fete at the Brooklyn 
Rink. The principal figure in the picture is that 
of little Sadie McCormick, the talented daughter 
of Mr. J. J. McCormick, of Brooklyn, who on the 
occasion referred to, took the part of the “Butter- 
fly,” which three other young skaters tried to 
catch within a specified time. The one on the left 
is Miss Nellie Chadwick, that on the right Miss 
Alice Banta, and the one in the center is Miss 
Lena Conklin, all little girls of nine years old. 
The scene was much enjoyed by a crowd of the 
beauty and fashion of the City of Churches con- 
gregated on the occasion. The closing fete of the 
season at the rink took place on April 26th, 1877, 
when Mr. France, a new professional skater, was 
the star performer of the océasion. 
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“The latest attraction in the way of recreative exercise which has 
elicited public attention is that of roller skating, which is now so 
fashionable in England. It is not a new thing with us, by-the- 
way, for it was quite popular some ten or twelve years ago; but 
its introduction in high social circles in England during the past 
three or four years has given it a new prominence with us, and 
now it bids fair to rival all other sports in vogue in fashionable 
circles of American society.” 


Remember, This Newspaper Comment Was Printed Nearly 60 Years Ago 


Great changes have taken place since then—but Roller Skating has withstood the test of time. 


So have Union Hardware Roller Skates. The present new type of reinforced channel construc- 
tion gives strength where most needed—the oscillating trucks with live rubber cushions help 
absorb shocks and permit turning in a three foot circle—the double ball race with self-contained 
steel balls makes for maximum ease of propulsion. And the many other features of the new 1936 









No. 130 
For Men 
No. 130 L 
For Women 


line. 







UNION HARDWARE 


Ball-Bearing 
Extension Roller Skates 


all combine to insure skaters the greatest 
skating pleasure with safety and durabil- 
ity built into every skate. Union Hard- 
ware is a Nationally known profitable 


Sold by all Leading Jobbers 
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PROFITABLE 


eles 


MAX! TOOLS 


“Maxi” taps, twist drills and reamers are in 
effect new types of tools. Superficially, they look 
familiar enough except for their identifying jet 
black finish. But there is nothing familiar about 
the production records they are making—for they 
are two, three, four, sometimes ten times as effi- 
cient as the ordinary high speed steel tools they 
are replacing. 























*““Maxi”’ tools, only a year old, are already in 
great demand, and are making money for the deal- 
ers and jobbers who stock them, as well as for the 
manufacturers who use them. And to the profits 
which they produce on their own account can be 
added the increased sales that have come to the 
entire “Greenfield” line through their leadership. 


GREENFIELD TAP & DIE CORPORATION 
Greenfield, Massachusetts 


New York Office: Detroit Office: Chicago Office: 
15 Warren Street 228 Congress St. W. 611 W. Washington Blvd. 


In Canada: Greenfield Tap & Die Corp. of Canada, Ltd., Galt, Ont. 


GREENFIELD 
Maxi GB) Tools 
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Just 


Among 
Ourselves 


By CHARLES J. HEALE 


Editor, Hardware Age 


Patman Bill— 


At press time I have my fingers 
crossed on this so-called “anti- 
chain store bill.” Mr. Patman 
has (unavoidably or otherwise) 
made some concessions on his 
proposed legislation. These may 
render the legislation ineffective 
in the final show down. The 
Senate has approved the bill in 
an amended form and the House 
has it up for consideration. It 
is clear that Mr. Patman will at- 
tempt to strengthen his bill while 
the House has it under discussion. 
But I’m beginning to have serious 
doubts about its anti-price dis- 
crimination features. Once again 
the independent dealer is getting 
an indication of the political and 
economic power coincident to the 
well organized, financial strength 
of the chain store, mail order firm 
and department store — all of 
whom were in active and violent 
opposition to the Patman and re- 
lated bills under consideration 
during this session of Congress. 


Threat ?— 


In the New York Times (Sun- 
day, May 3, 1936), under the title 
“The Merchant’s Point of View,” 
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C. F. Hughes says of the Patman 
and related anti-price discrimina- 
tion legislative efforts the follow- 
ing: “Whatever virtues are to 
be found in the basic idea of such 
legislation (Patman Bill), it is 
apparent that muddled thinking 
and ‘gallery’ play have dominated 
the various proposals. The large 
chain organizations have obtained 
unfair advantages in the shape of 
secret rebates and allowances and 
unearned commissions. Perhaps 
their quantity discounts have been 
too large in some instances and 
yet it is difficult to appraise all 
the advantages to manufacturers, 
small retailers and the public 
which are yielded by large-scale 
orders. It has been pointed out 
with solid reason that, if the large 
distributors are forced to accept 
much smaller discounts on quan- 
tity purchases, they may turn to 
exclusive sources of supply and 
thus widen the spread between 
chain and independent costs. This 
would indeed prove a boomerang 
to those who are now champion- 
ing the cause of high-cost dis- 
tributors.” The italics are mine. 
In the same edition of the N. Y. 
Times large size, high-priced ad- 
vertisements of Metropolitan de- 





partment stores and other favored 
buyers settle any doubt which Mr. 
Hughes raises re the better prices 
enjoyed by the large distributors. 


Nonsense— 


But the threat of large distrib- 
utors establishing their own ex- 
clusive sources or their own pro- 
duction units is not impressive. 
For it is obvious that these 
large, much favored buyers 
(chains, mail order and depart- 
ment stores) are only able to 
chisel their part of a manufactur- 
er’s production because that manu- 
facturer for 10 or 11 months of 
the year has in the past been able 
to load the bulked costs burden on 
his majority (collectively) custom- 
er, the independent wholesaler- 
retailer channel of distribution. 
Take from any chain selling pro- 
ducer his ability to get the long 
price from 75 per cent of his trade 
and he will no longer have a cut 
price for his 25 per cent customer. 


Jobbing Threat— 


In recent months one of the two 
large mail order houses has been 
flirting with wholesale distribu- 
tion through retail outlets other 
than its own stores—notably in the 
sale of’ major electrical appli- 
ances—which to my best knowl- 
edge are not made in this firm’s 
own factories. Department stores 
in several major cities are already 
featuring electrical refrigeration, 
radio and washers in their news- 
paper advertising. This develop- 
ment puts another kink in this 
competitive problem and may 
focus more wholesale hardware 
attention on the increased prob- 
lem of mail order competition. 


Woolworth’s— 


A few blocks from my home a 
fifty-year-old successful, suburban 
department store is winding up 
its business. The building has 
been sold to Woolworth’s and 
rumor has it that the familiar 
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THREE SCORE and 
ELEVEN YEARS AGO... 


Tree score and eleven years ago, McKINNEY 
became a factor in the Hardware World. Three 
score and eleven years McKINNEY has been serv- 
ing the Hardware Trade. Through good times and 
bad .... through prosperity and depression .... 
through flood!!!! And today as in the “good old 
days” McKINNEY is on the job with a vengeance. 


McKINNEY QUALITY is all that you have a right 
to expect it to be. Every ounce of merchandise 
damaged by the Great Flood of 1936 was con- 
signed DIRECTLY and (IMMEDIATELY) to blast 
furnaces for melting. Absolutely no subquality 
McKINNEY merchandise is on the market. 


The new McKINNEY Organization is cooperating 
100% with the trade in taking full advantage 
of the market. We have the QUALITY-—we have 
the LINE—we have a PRODUCTION SCHEDULE 
able to take care of any and all trade demands 
and we are doing everything humanly possible to 
EXPEDITE OUR SERVICE. 


HV. osha 


Vice President, Charge of Sales 
McKINNEY MANUFACTURING COMPANY 
Main Offices and Factories: Pittsburgh, Pa. 


DISTRICT OFFICES 
NEW YORK CHICAGO SAN FRANCISCO 


THIS IS ONE OF A SERIES oF INSTITUTION AL 
ADVERTISEMENTS BY McKINNEY MANUFACTURING COMPANY 
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red front 5-and-10-cent firm will 
open here an experimental gen- 
eral merchandise department store 
with unlimited price scope. This 
is clearly in line with this chain’s 
recent price policies—going first 
to the 20-cent items and more 
recently to 40-cent goods. If and 
as Woolworth increases its price 
range the competition from this 
source increases. An unlimited 
price range or even a $1.00 price 
range permits a quality factor in 
their selling not present in the 
old “5-and-10-cent” days. This 
development will bear close scru- 
tiny by all hardware wholesalers 
and dealers. 


Taxes— 


In a recent copyrighted article, 
B. C. Forbes (in all Hearst news- 
papers) says the U. S. A. has ac- 
cumulated the largest total sav- 
ings among all the nations in 
history—approximately 2214 bil- 
lion dollars. This amount, he 
says, is 2214 thousand million 
dollars more than all the gold in 
the world. “Yet,” he says, “if 
every dollar of America’s savings 
deposits had been presented to 
President Roosevelt when he took 
office, in order that he might pay 
all his government bills, all of 
it would have been gone by now. 
In three years from the day he 
took command of the national 
purse - strings, President Roose- 
velt’s administration had spent 
more than all the money saved 
by all Americans one hundred 
and sixty years after the Declara- 
tion of Independence.” The cur- 
rent daily average of debt in- 
curred by the federal government 
is now approximately $10,000,- 
000. There is no wonder that 
our tax trend is heavily upward 
and getting worse. There was a 
time when $10,000,000 was con- 
sidered an important amount of 
money for a government to con- 
template spending, but now ac- 
cording to Mr. Forbes’ figures 
this is merely the daily amount 
of debt into which the nation is 
plunging. At the Memphis con- 
vention last month, Fitzgerald 
Hall, L. & N. R. R. president, 
gave a very informative talk on 
taxation. This message was pub- 


lished in full in the May 7, 1936, 
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issue of HarDwarRE AcE. A few 
reprints of this talk are available 
upon request. 


Good Idea— 


John Dyer of Doherty Hard- 
ware Co., Baton Rouge, La., has 
an interesting loose-leaf black 
leather-covered notebook. In it 
he has the names, home and of- 
fice addresses and phone numbers 
of all out-of-town salesmen who 
call on Doherty’s. He makes it a 
point to list this data every time 
a new man calls. He usually asks 
where the man is going and if 
available indicates name of his 
next hotel stop. This book has 
been very useful to John on sev- 
eral occasions. He has helped 
place welcome and _ unexpected 
orders and on other occasions has 
been able to effect contact be- 
tween the salesman and his com- 
pany or his family in an emer- 
gency situation. For example, a 
salesman calls on John Dyer. The 
next day his family (having only 
week-end mail addresses) wishes 
to contact the salesman due to ill- 
ness or death or some other im- 
portant family matter. Thev call 
John and he is able to trace down 
the party desired. The advan- 
tages of this simple, helpful idea 
are many and John tells me it is 
very little trouble and has often 
averted tragedy and just as often 
brought some good news such as 
an unexpected order, etc. 


Profit Suicide— 


Packaged plant food offers the 
hardware trade a selling mark-up 
of from 42 per cent to 60 per 
cent; is a repeat order item and 
should be a source of good net 
profit, particularly during fall, 
summer and spring months. In the 
unit packages plant food is fairly 
priced, is easily handled and is 
profitable. A sliding scale of prices 
and dealer margins is premised 
on the size of individual pack- 
ages. For example, 5-lb. cans sell 
at 45 cents each whereas 100 lb. 
bags sell at $4.00 to $4.50, the 
saving per pound being effected 
through packaging economies, 
and in the handling cost (per 
pound) by producer, wholesaler 
and retailer. A strange form of 
bootlegging is entering into this 


field, a form of self-punishment 
inflicted by hardware men them- 
selves to their own detriment. An 
investigation shows that hardware 
dealers buy the larger unit pack- 
ages and then sell the plant food 
in smaller bulk quantities at great- 
ly reduced prices when compared 
to the prices on the smaller pack- 
age units. This is unfair, un- 
necessary and unprofitable. Sev- 
eral states have laws which 
prohibit such practices. But it 
should not require a law to curb 
this unprofitable procedure. The 
dealer who undertakes this form 
of chiseling is truly kidding him- 
self and robbing himself of a 
good profit—upsetting a price 
structure that has been developed 
to make the line profitable to 
him. It is definitely a form of 
profit suicide in a period when 
too few lines sold in hardware 
stores permit from 42 per cent to 
60 per cent mark-up. 


Hello, China !— 


Science and inventive genius 
have annihilated space for in- 
stant communication via radio and 
radio telephone. Great distances 
are also spanned very quickly for 
passengers and freight by air- 
craft. The new German Zeppelin 
crossed the Atlantic Ocean in less 
than two and one-half days. Last 
month Don J. Foss, general man- 
ager, The Wooster Brush Co., 
Wooster, Ohio, made a _ 10,000- 
mile long-distance phone call to 
his brother, Walt. Don was in 
Chinwangtao, China, and Walt was 
at the factory in Wooster. Tell- 
ing of this unusual phone call, 
Walt Foss says: “Don has been 
in the bristle proddcing sections 
of China for the last few weeks 
on one of the regular trips made 
by the bristle experts of The 
Wooster Brush Co. to the Chinese 
bristle markets. In accordance 
with this established policy, he 
has been contacting the principal 
dressing centers and covering in- 
terior points which are important 
bristle-gathering centers. Over 80 
per cent of the paint brush indus- 
try’s supply of bristles comes from 
China, none from this country. 
Bristle represents the greatest 
single material cost in the manu- 
facture of brushes, running from 

(Continued on page 90) 
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By J.S. DAVIS 


r YHE June bridal season of- 
fers one of the best op- 
portunities for the hardware 

dealer to increase his business. 

The types of merchandise affected 

include a wide scope of high- 

priced articles which means a 

big profit on every sale, and a 

multitude of small ones, which 

means volume. The chances for 

a lucrative turnover are unusually 

good. 

Equally important is the fact 
that the occasion presents an ideal 
opportunity to get new customers 
who may be life-long customers, 
for when a young couple, starting 
out, purchase at a store, they can 
be kept as regular customers if 
the dealer does his share. 

Another point of importance is 
that there is no promotion cam- 
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paign, which lends itself more 
easily to direct mail advertising. 
With comparatively little effort, 
you can get lists of every bride- 
to-be in the community. Through 
three sources — newspaper an- 
nouncements, marriage license 
bureaus, and the churches—you 
will get complete and accurate 
information. In addition, it is 
fairly easy to get a list of the 
bride’s friends. 

To make the most of your cam- 
paign, the sales appeal should be 
made to every interested group— 
to the bride and groom them- 
selves, to the parents, and to the 
friends. 


Large Purchases Often 
Made 
Often the bride and groom are 


given money as a wedding gift, 
a substantial amount of which 
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One of a series of 
articles in letter 
writing to improve 
sales for the hard- 


ware merchant 


they may invest in household fur- 
nishings, especially if you take 
the trouble to bring to their at- 
tention the importance of quality 
equipment of this kind. In some 
cases they may use this money for 
an electric refrigerator, a vacu- 
um cleaner, a good stove, or pos- 
sibly a washing machine. (The 
last-mentioned is an item espe- 
cially to be emphasized as an 
early purchase among the less 
well-to-do, for you can stress to 
them the economy angle.) A sug- 
gestion from you to this effect 
may result in the use of this gift 
money for such purchases, which 
would otherwise go for expen- 
sive furniture, rugs, etc. 

Whether or not there is gift 
money, there will still be a sub- 
stantial amount spent by the bride. 
A kitchen and extra cabinets are 
almost invariably needed. There 
will be extensive purchases of 
aluminum or enamel ware, cut- 
lery, cannisters and the like, as 
well as an assortment of cleaning 
implements whose total cost is 
considerable — brushes, brooms, 
mops, buckets, polishes, garbage 
cans and, in some instances, ash 
cans. Every new homemaker 
needs an ironing board, curtain 
rods and fixtures, hammers, tacks, 
and small tools. Most of them 
will need paint for one purpose 
or another. There will be items 
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The Direct Mail Campaign: 


Your direct mail campaign will be very simple for this particular 





promotion. Plan four letters as 
1. To the bride 


no 


2. To the parents 

. To the parents (among foreign 
groups, or others who are not 
well-to-do) 

4. To the friends 


w 


follows: 

Suggest household supplies, and emphasize 
the service idea. 

Suggest chest of silver. 

Suggest stove or washing machine. 


Suggest shower and wedding gifts. 


Use the following sources for lists: 


1. Newspaper announcements 
2. Marriage license bureaus 
3. Churches 

4. Farm agents 


5. County chairmen of political parties. 


in the line of china and glass- 
ware to be filled in and a multi- 
tude of miscellaneous other 
kitchen and general household 
needs. What better opportunity 
could be found than that a young 
couple with these innumerable 
small necessities to be supplied, 
and definite interest in all of the 
larger and more expensive pieces 
of household equipment! 

As for the appeal to the parents, 
either of the bride or the groom, 
by all means suggest by personal 
call or letter—and be first with 
the suggestion: a chest of silver. 
Very often, especially in the poor- 
er classes, gifts of stoves or wash- 
ing machines are made by the 
parents or relatives. Among any 
group, an electric refrigerator will 
be an acceptable gift suggestion. 
Either telephone, call on, or write 
to every prospect for such a pur- 
chase. 


The “Shower Trade” 


The various friends of the 
bridal couple will be interested 
in a great variety of things, for 
there will be showers, and there 
will be wedding presents. It is 
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true that a great many of the 
shower gifts purchased are small 
items, but the total volume 
amounts to a large profit. Also, 
in some instances, electric irons, 
handsome dripolator sets, and 
other items of a similar price 
range are given for showers— 
these more expensive pieces are 
most likely to be given by close 
friends of the bride’s mother. 


The Brides’ Friends 


Find out who these friends are, 
and suggest these gifts to them. 
Whenever a gift is purchased for 
a shower, take the opportunity 
of suggesting to the purchaser 
electrical equipment or other 
merchandise which you handle as 
an appropriate and lasting wed- 
ding gift. If you miss the chance 
of making the suggestion person- 
ally, do it by letter. 

One of the best drawing cards 
to get this trade is to arrange 
for attractive gift wrappings and 
to make this service well known. 
Many a young lady will leave 
the selection of her shower gift 
until the last minute. If she 
knows that there is a store where 


she can stop en route to the party, 
and emerge with a handsomely 
wrapped gift, without loss of time 
and without going to any bother, 
she will most definitely select that 
store for her shopping, and apart 
from the last minute pressure, 
most people dislike the bother of 
gift wrapping. Mention this ser- 
vice in your circular letters. Put 
a placard in the window telling 
about it and include mention of 
it in your advertising. 


Organizing the Promotion 


The first thing to do in or- 
ganizing this promotion campaign 
is to put some one person in 
charge of the department, very 
preferably a woman. If there is 
no one person on your sales force 
who is really suited to the job, 
it will be well worth while to 
take on a temporary salesperson, 
selecting someone with a wide ac- 
quaintanceship, who will not only 
be able to bring customers into 
the store, but who has enough 
social contacts to know what is 
going on. Make this person re- 
sponsible for getting the lists and 
dates of weddings and showers. 

By all means set aside a spe- 
cial section for the display of 
the seasonal goods, and plan in- 
teresting window displays, show- 
ing the newest things, and using 
colorful merchandise to the best 
possible advantage. 


Making the Lists 


When it comes to making lists, 
use enough tact and diplomacy to 
gain the cooperation of someone 
in the marriage license bureau 
who will keep you informed. 
Have the woman in charge of the 
promotion keep in close touch 
with the churches, which will be 
one of the best ways of getting 
lists of friends. Another way will 
be for her to use her social con- 
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tacts—with tact—to get this in- 
formation. In rural sections it 
will be a good idea to keep in 
touch with farm agents and county 
chairmen of political parties, who 
will know about coming wed- 
dings. 

Use of the telephone to make 
known your merchandise and ser- 
vice will be particularly helpful 
in contacting the names which 
you get for this campaign, espe- 
cielly as the buyers will be 
chiefly women. 


Approaching the Bride 


The best way to approach the 
bride is to send her a gift. Some 
dealers have gift books for this 
special purpose, with their own 
imprint. The books are used by 
the bride to list her wedding gifts 
and their donors. Another idea, 
especially good if you know the 
bride or family personally, is to 
send a gift such as an electrical 
appliance. Some dealers make 
the practice of doing both. 

After the wedding takes place, 
make known your supplies and 
services to the bride either by 
letter or telephone call. If you, 
or the woman in charge, knows 
the bride personally, by all means 
see her on this matter. Empha- 
size above all the fact that you 
are able to help her in making 
intelligent selections, to buy the 
things most needed, and to guide 
her as to which items must be 
quality items for the sake of dura- 
bility and economy. 

Spare no effort in seeking her 
trade, for apart from your aim 
to win her as a permanent cus- 
tomer, there will be value in 
having your merchandise shown 
in her house. Every bride shows 
her home and her possessions to 
her friends, with pride, and they 
almost invariably ask, or are told 
without asking, where the pur- 
chases were made. This, in turn, 
gets your store well talked of by 
the women in the town, which is 
an unfailing way to get trade. 

Above all, when the bride 
makes her purchases, give her ser- 
vice to the very best of your abil- 
ity. Her funds will be limited, 
and it will be a part of your job 
to restrict the least needed pur- 
chases, and to guide her as to 
which cheap thing will serve her 
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purpose for the time being, as 
well as to urge her to purchase 
certain good quality utensils and 
equipment which will be _per- 
manently lasting. In no other 
way can you so quickly win her 
confidence or do so much to gain 
her as a life-long customer, as 
by giving her intelligent and im- 
partial advice. 


Letter to the Bride 
(to be written before the wedding) 


Dear Miss 

When you are ready to choose your 
household furnishings, we would like 
to have you come in to see us. 

Mrs. . is in charge of our 
housefurnishings department and we 
are sure you will find her advice a 
real help. She will assist you in plan- 
ning the essentials to fit your budget, 
so that when you are ready to start 
housekeeping, you will not find necessi- 
ties missing. She will tell you, too, 
about the best buys. In the selection 
of the most useful kitchen utensils, par- 
ticularly, you will find her guidance 
will help you to save money. Also, any 
time in the future that you may need 
supplies in a hurry, or if it is not con- 
venient to come down town, Mrs. 
will be competent to make selections 
for you, if you will just telephone her 
your needs. 

We especially call to your attention 
the convenience in shopping at our 
store at a time when you will be busy. 
All miscellaneous items such as curtain 
rods, extra bathroom fixtures, etc., can 
be supplied quickly. In case of dif- 
ficulties in such fittings, the exchange 
can easily be arranged by a telephone 
call. 

Anything that you may need in the 
line of kitchen utensils, electrical ap- 
pliances, cleaning supplies, household 
fixtures, china and glassware, we can 
supply to you. 

Trusting that we may be of service, 

With best wishes, 
Yours very truly, 


Letter to the Friends 


Dear Miss .......... 

We believe you will be interested to 
know that we have a wide selection of 
gifts for showers and weddings, rang- 
ing from new and novel gadgets at 
25 cents or 50 cents up, to the most 
de luxe casserole and other china and 
glassware pieces, and the very best that 
is obtainable in electrical appliances. 

We especially call to your attention 
the handsome electric percolator sets 
in chromium finish, complete with tray, 
sugar and creamer, which make a most 
impressive and useful wedding gift. 

We have a gift wrapping service. At 
no extra charge we will wrap the 
simplest or the most elaborate gift for 
you. In case you leave your shower 
purchase to the last minute, you can 
even telephone us ahead; our Mrs. 

will make a suggestion to you 
by phone (and you can rely on her 
taste). The gift will be attractively 
wrapped, and brought out to you at 
your car, if you will stop en route to 
the party. 

Please do not hesitate to call on us 
for this service. We are equally glad 
to render it for small purchases and 
large. 

Very truly yours, 


Letter to the Parents 


Dear Mr. and Mrs. 

No. doubt you have considered giving 
your daughter a chest of silver, the 
ideal wedding gift. 

Knowing that this is a busy time for 
you, we would like to send our Mr. 

to show you the patterns in 
(trade name of silver) silver, if you 
would care to have us do so. A com- 
plete set of pieces in the (name 
of pattern) design, which is one of the 


most popular, costs only $ . and 
makes a life-lasting gift. 
Mr. can arrange to come at 


any time convenient to you. 


Very truly yours, 


If you read the article in the April 9th issue 
of Hardware Age, you will find this one, How 
to Sell Your Friends, the Brides, helpful in 
planning a series of letters to increase your sales 
during the June wedding season. There will be 
another article in this series on letter writing in 
an early issue. Watch for it. The complete 
series will make a good guide for future cam- 
paigns and should be preserved for reference 


in planning them. 
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“TANKS FOR SKATES / 
EXTRAORDINARY SKATES 
INVEATTED AND L/GED BY A 
JAPANESE, ARE MODELED 
PFITER ARMY JAKKS. THE 
CATERPILLAR TREAD MORES 
IT POSSIBLE 10 SKATE 
ON ROUGH 
SURFACES 








«VK 


; 


SM, 








RY 
ik 


D4 IP a ey ed ts 
of -e 


= F<) 


SASS. 
1) >adTS 


me) 
Pa \ Fa 
i= 


SN 








A. 25-FOOT STEEL DERRICK, WEIGHING 2000 
LBS, AND A BUCKET WEIGHING 800 LBS. 

WERE CARTED AWAY FROM A CONSTRUCTION 
JOB AS OLD IRON” BY STREET CLEANERS 








OF MIAMI, FLA. / 
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STRANGE UGES OF RUBBER- 
CHILDREN'S BUILDING BLOCKS ARE 
BEING MADE OF WASHABLE RUBBER 
IN ENGLAND. RUBBER BOOTS FOR 
DOGS REPRESENT ANOTHER. 

— STRANGE USE FOR 
Lil THE WATERPROOF 
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HARDWARE, HEATED WITH 

A BLOW TORCH, FORMS THE 

DIET OF PRINCE ALI, GELF- 

GINLED ALGERIAN NOBLEMAN. 

NUTS, BOLTS, SCREWS, NAILS, ETC., 

ARE ENTREES —CARPET TACKS 
ARE HIS DESSERT 
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IT IS AN UNUSUAL PRIVILEGE to introduce six 
new Fifty Year Club members from one firm. All six men 
are associated with J. M. Warren & Co., wholesale and re- 
tail hardware, iron and steel, Troy. N. Y., and their service 
record totals 343 years. The men and the highlights of 
their service with the company are: 


HENRY S. DARBY, dean of the veteran sextette, re- 
cently celebrated the 63rd anniversary of his connection 
with the firm. He entered the employ of the company, 


HARDWARE AGE 
FIFTY-YEAR CLUB 


which was then a partnership of J. M. Warren and C. W. 
Tillinghast, when he was but fourteen years old. In 1887, 
when he was 28, the company was incorporated, and he was 
made its treasurer, an office which he has held continuously 
since that time. He has been secretary and treasurer, vice- 
president, and is now president and treasurer. Mr. Darby 
has always played an active advisory part in politics, and 
has taken a keen interest in civic, social welfare, and church 
affairs. For eight years he was president of the United 
National Bank, prior to its union with the National City 
Bank, and he is now vice-chairman of the board of directors 
of the latter institution. He has also served as a director 
of the Troy Trust Co. Over a lengthy period of years Mr. 
Darby regularly attended the annual meetings of the Na- 
tional Wholesale Hardware Assn., and for ten years he was 
a member of that organization’s executive committee. 


THOMAS F. BENNETT, head of the iron department, 
began working for the company in 1878, and the depart- 
ment now under his supervision has been in charge of the 
same family for about 85 years. His father, Wm. Bennett 
took charge in 1852, carrying on until his death early in 





Seated: Henry S. Darby, president and treasurer. Standing, left to right: Thomas F. Bennett, head of the iron 
department; William Hagen, salesman; John F. Fortier, salesman; Fred S. Holley, secretary; and Horace B. 
Finley, assistant treasurer. 
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this century when his son Thomas assumed management of 
the department. 


WILLIAM HAGEN, an “inside” salesman started 
working for the company in 1879. He has been on the job 
for fifty-seven years, and is known to hundreds of the firm’s 
customers. He has always taken great interest in military 
activities and for 25 years has been a member of the Troy 
Citizens Corps. 


FRED S. HOLLEY, secretary and purchasing agent, 
began his career with the company in 1880. He was an 
active and enthusiastic member of the old Laureate Boat 
Club of Troy for many years, and in those days was one of 
the skillful oarsmen on the Hudson River. 


JOHN F. FORTIER has been a familiar figure in the 
store for 56 years. He began working for the company 
in 1880, only a few weeks following Mr. Holley’s employ- 
ment. Mr. Fortier has always been keenly interested in 
politics, but has never sought political favor or position. 
He is also active in all of the social affairs of the Church of 
St. Jean Baptiste. 


HORACE B. FINLEY, assistant treasurer, is the 
“baby” of the veteran sextette in years of service, although 
he is its oldest member. His affiliation with the company 
began in 1883, fifty-three years ago, and for the last quar- 
ter of a century he has served as the firm’s assistant trea- 
surer. Mr. Finley has always taken an active interest in 
the affairs of St. Barnabas’ Church, and has several times 
been that Church’s representative at general conventions. 

In addition to the above men, six of their co-workers have 
been associated with the company for periods ranging from 
44 to 48 years, and who will therefore soon be eligible for 
membership in the Hardware Age Fifty Year Club. 





WILLIAM B. PAULS- 
CRAFT, vice-president of R. 
K. Carter & Co., purchasing 
agents for hardware wholesalers, 
66 and 68 Reade Street, New 
York City and 111 W. Washing- 
ton Street, Chicago, entered the 
hardware business in 1881— 
fifty-four years ago, when he 
went to work for Sargent & Co., 
in the wholesale department this 
company was then operating in 
New York City. Starting in at 
office duties, Mr. Paulscraft la- 
ter worked under George Mun- 
son who had charge of buying, 
and he remained with the com- 
pany for eleven years. Follow- 
ing this, and for the next ten years, he was associated with 
the Hardware Buyers’ Association, which was also known 
as the “Anvil Club.”. The Association, with Harry Marshall 
as manager, was then the purchasing agency for a number 
of the most prominent wholesalers of hardware. Upon Mr. 
Marshall’s resignation, Mr. Paulscraft was associated with 
C. W. Guaze in the management of the Association. His 
present affiliation with R. K. Carter & Co., began thirty- 
three years ago, when he became manager of the branch 
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office the company then maintained in Pittsburgh. He de- 
clares that his work with his company is his chief hobby. 





HENRY B. KOENIG, 
president of the retail hardware 
firm of H. B. Koenig, Inc., 
Tonawanda, N. Y., has had a 
hardware career embracing con- 
siderably more than half a cen- 
tury. He entered the business 
several years prior to 1885 as a 
tinsmith for Nice & Hickey, a 
pioneer Tonawanda hardware 
firm. After a number of years 
with that firm, Mr. Koenig and 
a fellow employee formed the 
partnership of Smith & Koenig, 
and in 1885 opened a hardware 
store at 10 Young St., a loca- 
tion still occupied by a part of 
Mr. Koenig’s store. Following 
the death of his partner in the early nineties, Mr. Koenig’s 
brother-in-law became affiliated with him in the business, 
and the firm name became H. B. Koenig & Co. When Mr. 
Ackerman passed away in 1907, Mr. Koenig became the 
sole owner and operated as H. B. Koenig until Jan. 1, 1931, 
when he incorporated under the firm’s present name, with 
Mr. Koenig as president; his son-in-law, Oscar C. Ander- 
son as vice-president; an employee for many years, Arthur 
B. Wolf as secretary, and Mr. Koenig’s son, Raymond A.., 
as treasurer. In addition to the 10 Young St. building, in 
which the business was started, the firm now occupies the 
building next door at 12 Young St., and a new building at 
17 Main St., which is connected to the Young St. buildings. 
Mr. Koenig has been a member of the New York State Re- 
tail Hardware Association since 1904, and is also a mem- 
ber of Tonawanda Lodge No. 247 F. & A. M.; the Buffalo 
Consistory; the Chamber of Commerce, and the Rotary 
Club. At 74 he enjoys good health and is “on the job” 
every day except during the first three months of the year 
which he spends in Florida. 





H. B. KOENIG 


FREDERICK WALKER, 
president of the wholesale hard- 
ware firm of Edwards & Walker, 
Portland, Maine, who will cele- 
brate his 86th birthday on June 
5, is one of the oldest and 
most active business men in 
Portland. At the age of 26 he 
formed a partnership with 
Bryce M. Edwards and founded 
the business which is celebrat- 
ing its 60th anniversary this 
year. Hard work and optimism 
is Mr. Walker’s formula for 
success. While never holding 
public office, he has always 
been interested in city, state 
and national affairs. Although 
he has made several trips abroad, and until a few years 
ago spent the winter months at his winter home in Orlando, 
Florida, his greatest interest is in his business and his 
home “The Gables,” which stands on a beautiful shore lot 
on Cape Elizabeth, Maine, looking across the sea—a_pic- 
ture he dearly loves. His favorite hobby is gardening, es- 
pecially in shrubs and flowers. 





FREDERICK WALKER 
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HEW! It’s hot. And every- 

one of buying ability is 
thinking of getting outside 
—to the garden, the lawn, the 
shore or the mountains. They re- 
quire sporting goods, playthings, 
garden tools and all manner of 
outdoor equipment. Your win- 
dows are your medium of contact 
with these people and here are 
four ideas that will make your 
customers turn to your sales floor. 
The photos are from Fox & 
Schamel, Flushing, N. Y., and 
both are examples of good hard- 
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ware windows. The good ship yi 
“Fox & Schamel” is built of wall a 
board by the local theater dis- is 
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play man. “Captain” Mickey 
Mouse greets the public from the 
bridge. The crepe paper at the 
water line is cleverly arranged 
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OUTSTANDING VALUES 
SKATES THAT WILL MAKE YOUR 


SCOOTERS CHILD THE PRIDE OF 
WAGONS THE NEIGHBORHOOD 
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Hot Weather Trims 


and crimped to give the sugges- 
tion of water. Here is a case of 
a hardware store using a theater 
man’s ability as suggested in last 
issue. 

The lawn and garden window is 
another effective display. The 
cottage made of wall board can 
be taken down and erected in the 
store for displays of varying na- 
ture. Such window cannot fail to 
place the hardware store in the 
public consciousness with a bang. 

The window suggestions in the 
sketches are, of course, the Harp- 
waRE AGE interchangeable dis- 
play fixtures appealingly present- 
ing hardware merchandise to 
good advantage. It may be hot, 
but a lot of cold cash is floating 
around if you will divert it to 
your register with good windows. 
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HE mail order catalog house 

is still with us. How long it 

will remain is a big question. 
You should have consolation in 
knowing that this question concerns 
the catalog house equally as much 
as it does you. This method of 
distribution has reached its peak 
and is gradually declining, and the 
reason it is declining and probably 
shall continue to do so, is obvious. 
Those folks at the forks of the 
creek who once did the majority 
of their purchasing from the mail 
order catalog now have automo- 
biles, good roads—the opportunity 
and the incentive to go to town and 
buy. I venture to state that within 
the coming ten years the mail order 
catalog will have largely exhausted 
its value and will be either aban- 
doned entirely or limitedly used for 
circulation to remote areas. 

Nevertheless on most of my hard- 
ware distributor calls, I notice one 
or two of these catalogs occupying 
prominent positions on some exet- 
utives’ desks—many use it as their 
bible in comparing values—why I 
cannot understand, because there is 
so little relation to the type or qual- 
ity of goods or service in this method 
of distribution as against the hard- 
ware retailer method. 

Supplementing this declining cat- 
alog type of business, the retail 
store of the catalog house is rising 
in increasing proportions, and un- 
doubtedly herein lies the present 
and future threat of the “From Job- 
ber to Retailer to Consumer” 
method of distribution. 

But in this method we have a 
comparatively expensive method— 
far more expensive than the mail 
order catalog business, and I am 
not so sure pretty close to the ex- 
pense of the well ordered, aggres- 
sive modern hardware distributor. 
The fact that you probably all 
know, namely: that the catalog 
house owned retail units are ask- 
ing from 15 per cent to 20 per 
cent more for the same merchan- 
dise in their retail stores is suff- 
cient, but how much more will they 
have to ask when, further declin- 
ing profits on the mail order busi- 
ness disappear, which at present 
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Competition Faced by Hardware Trade 


By GEO. H. HALPIN 


General sales manager, Minne- 
sota Mining & Mfg. Co., St. 
Paul, Minn., addressing joint 
session of Memphis Convention, 
res ing to Mr. Stratton’s in- 
troduction on “Our Industry 
Problems” as reported on 


page 60. 


are helping to make possible lower 
retail store prices? 

But my distributor friends cite 
low wages, tax evasion, undersell- 
ing chiseling manufacturers, and 
such other causes as reasons why 
this method of distribution is 
threatening. They seem to wish to 
avoid the facts that there are prob- 
ably more $100,000 to $10,000 sal- 
aries paid and more taxes paid 
(Mr. Avery told his stockholders 
taxes of different kinds amounted 
to $114 per share on 414 million 
shares of their stock outstanding.) 
Besides these central warehouses 
for supplying these retail stores 
have grown in number until now 
there are central warehouses from 
the Atlantic to the Pacific Coasts 
and from Chicago to the Gulf of 
Mexico. In addition the retail lo- 
cations of these catalog houses are 
expensive Main Street locations. Is 
this set-up of central wholesale 
supply houses and expensive retail 
houses so much cheaper than the 
independent wholesaler-retailer set- 
up? I don’t think so, 


“Buying Power” Bugaboo 


Beyond this there remains that 
much vaunted bugaboo “buying 
power.” There is no doubt that here 
the chain store has an advantage on 
a large number of manufactured 
lines placing orders for large quan- 
tities and permitting shipments in 
large quantities. This has an appeal 
to a certain type of manufacturer. 
The fields of business are strewn 
with the dried-up bones of manufac- 
turers, who putting all their eggs in 
one basket, attempted to build down 
to a given cost and expired trying 
to do so. Unfortunately new ones 
are springing up all the time. But 
all manufacturers have this type of 
competition in all lines of distribu- 
tion. It is menacing but not to the 
point of destruction of well regu- 


lated, well merchandised manufac- 
turers, and neither will it be de- 
structive to hardware distribution. 
Witness that these same syndicate 
purchasers are reaching out more 
and more for standard lines of ac- 
cepted quality and in the majority 
of instances are perfectly willing to 
pay the manufacturers regular es- 
tablished prices. 

Many good hardware distributors 
are worrying to death because sta- 
tistics tend to show that 35 per cent 
of the consumer dollar is being 
spent in this type of so-called direct 
buying and that the percentage is 
increasing year by year. And these 
good men won’t take any consola- 
tion from the fact that the large 
part of this increase is in fields 
apart from hardware distribution. 
They seem convinced that it is some 
kind of fantastic “handwriting on 
the wall.” It must be encouraging, 
however, to note the reports of hard- 
ware distributors and retailers alike 
where in 1935 the volume of busi- 
ness and profits were comparable to 
the best years in the business. There 
should be further consolation in the 
fact that the type of the hardware 
business lends itself less to direct 
selling than perhaps any other type 
of business. 

You may think from the fore- 
going that I think that the hard- 
ware distributor has nothing to 
worry about—not at all so—there is 
much to be done—but constructive 
planning, thinking and following 
through will accomplish this—not 
worrying about the other fellow. 
Thinking constructively, the empha- 
sis in hardware distribution today is 
entirely too much on buying, where- 
as it should be on merchandising. 

The hardware merchant needs a 
lot of help. I don’t refer to the 
10,000 prosperous, independent re- 
tailers, but to the 20,000 not so 
prosperous, who with the proper 
kind of help can join the other 10,- 
000, and it is these 20,000 which 
offer the broad field of expansion 
for the hardware business. We must 
remember that on our customers’ 
success depends our own success, 60 
that in helping the dealer to become 

(Continued on page 86) 
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HERE is enough shame for 

everybody. Ignoring their 

pledged word, ignoring the 
League of Nations, ignoring the 
public opinion of every civilized 
nation, the Italians, led by Musso- 
lini, with every new, modern 
machine of war, have finally 
conquered the naked and almost 
defenceless Ethiopians. It was a 
great victory! 

England in years past sat safely 
behind the protection of the in- 
tervening oceans. She could med- 
dle in the affairs of other nations, 
feeling that at home she was safe 
on her little island. But the sub- 
marine, bombing airplanes and 
the dirigible have changed all 
this. England today is vulnerable. 
Therefore England fears war. I 
have on my desk a letter from a 
friend in London, in which he 
states he hopes to come over to 
visit the United States this year 
before over there they are all 
destroyed by poison gas. The 
English people are having a case 
of the jitters. 

Mussolini, in his speech cele- 
brating the entry of the Italian 
army into Addis Ababa, has the 
nerve to announce to the world 
that he is now satisfied. Italy has 
no further ambitions for colonial 
expansion. This sounds good, but 
who is going to believe Mussolini 
when even a solemn treaty be- 
tween nations does not hold him. 

It will be interesting to now 
read of the division of Ethiopia. 
It is one thing for Mussolini to 
capture the leading cities of Ethi- 
opia, but now his job is to digest 
what he has conquered. This job 
of digesting will take some time. 
I am still betting that the English 
will get a slice. They certainly 
will need some territory around 
Lake Tana. Let us watch and see 
how they will get it. 

Then the French own a rail- 
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By SAUNDERS NORVELL 


road from Jibuti to Addis Ababa. 
French Somaliland is a very nar- 
row strip along the coast. The 
Italians and the French will have 
to work out some kind of a deal 
about this railroad. As the Ital- 
ians just now are left rather short 
of money probably they will pay 
for the railroad in Ethiopian ter- 
ritory. The French will hardly 
care to run a railroad with just 
a terminus at Jibuti and the rest 
of the road in Italian territory. 

Just where Germany will come 
in is not yet clear. Hitler has 
been very quiet about Ethiopia. 

As the Italians no doubt will 
need a new name for this new 
territory, | am going to suggest 
(all rights reserved) “ITALE- 
OPIA.” This name will fit in well 
with the other province to the 
North owned by Italy, called 
Eritrea. 


Exile 


Our old friend Haile Selassie, 
like Wilhelm the Ist and Napo- 
leon, has gone into exile. He 
is now on his way to Jerusalem, 
where it is reported he will live 
in a Coptic monastery. Well, 
things are not so quiet even in 
the neighborhood of Jerusalem. 
If Haile is not careful he will get 
mixed up in some of the Jewish- 
Arab stone throwing contests that 
seem to be so popular over there 
just at present. 

England has been the tradi- 
tional country to offer hospitality 
to fallen monarchs. But it is a 
question, with circumstances as 
they are, just how welcome Haile 
Selassie, his family and _ their 
retinue would be in England. 

As I remember, there has only 
been one other dark-skinned Em- 
peror, and that was Henri Cris- 
tophe of Haiti. Cristophe saw the 
revolution coming. But instead of 
taking ship he remained in his 


palace and committed — suicide 
with a silver bullet. 

When we read of these adven- 
tures of our dark-skinned neigh- 
bors, we are reminded of that 
remarkable play, “The Emperor 
Jones,” in which Paul Robeson, 
the negro actor, became famous. 


* ~ aa * 


I have been especially inter- 
ested in the fate of Ethiopia, as 
once when I was in the arms busi- 
ness I wrote a letter to Haile 
Selassie, Emperor of Ethiopia. It 
came about this way. A young 
world war aviator came from 
Washington and said he proposed 
to make a trip to Ethiopia, hoping 
to sell arms, ammunition, harness, 
saddles, etc. His plan was to have 
several American companies stake 
him for traveling expenses, with 
a contract for commissions. 
Everything was peaceful at that 
time, so there was no harm in 
selling arms and ammunition to 
Ethiopia. 

Therefore, upon the suggestion 
of this young aviator, I wrote a 
letter to the Emperor, introducing 
this young man as our repre- 
sentative. In this letter I used the 
old saying—‘In time of peace, 
prepare for war.” I also had the 
temerity to suggest the vulner- 
ability of Ethiopia to outside at- 
tack, and of their dependence 
upon that one little narrow gauge 
railroad from Addis Ababa to 
Jibuti. 

My young friend arrived in 
Addis Ababa. Through the Amer- 
ican Consul and the Ethiopian 
Secretary of War he finally ar- 
ranged an interview with Emperor 
Selassie. The Emperor was very 
frank. He told our representative 
that he would like very much 
indeed to place a large order for 
arms and ammunition with an 
American company, but unfor- 
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tunately if he should do so it 
would cause trouble with his 
friends in France and England. 
So our Ethiopian salesman wrote 
to us, expressing his regrets that 
there would be no orders from 
the government of Ethiopia. We 
next heard from him from A\l- 
bania. But our $2,000 was a los- 
ing chip, because no orders ever 
materialized, nor did we _ hear 
anything further from him after 
that. 


a * * * 


I was surprised to hear the 
other day that a town in New 
Jersey went into bankruptcy. That 
seemed queer. I had never thought 
that towns or cities could go 
broke. I am just wondering with 
taxes going so high that citizens 
cannot pay them, if we will have 
an epidemic of busted municipali- 
ties. We had better get out our 
municipal bonds and get the last 
statement of some of these cities. 


* % * n 


Dreams are strange things. I 
dreamed the other night, and it 
was a very vivid dream, that I 
was writing an advertisement for 
a brokerage concern. This ad was 
to be published in the Wall Street 
Journal. Here is the idea of the 
advertisement. Please note before 
you read any further, that this was 
just a dream. The name of the 
brokerage firm was Adolph Cling- 
stone & Co. The object of the 
advertisement was to secure new 
customers. The ad went as fol- 
lows: “We need new customers. 
The reason we need new cus- 
tomers is because almost all of 
our old customers have gone 
broke. At great expense we have 
conducted a. statistical depart- 
ment. This department has given 
us a report covering several years, 
which indicates that 90 per cent 
of the customers we have advised 
on their investments, have lost all 
their money. We therefore have 
conceived the unusual idea that 
if we continue to investigate and 
prepare advice for our customers, 
we use the same care we have 
used formerly but in the light of 
the fact that so many of our cus- 
tomers have lost money in the 
past; in the future, having care- 
fully prepared our statistics as to 
just what they should buy we will 
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advise them to do the exact op- 
posite. In other words, to protect 
our customers we will advise them 
not to do just what we really 
think they should do. A system 
such as this must win in the light 
of the fact that most people 
who speculate on Wall Street go 
broke.” 

“The trend of government 
bonds on account of losses, taxa- 
tion, etc., is out of the owners’ 
hands back to the government.” 

The last paragraph of this ad- 
vertisement that I was writing in 
my dream is somewhat hazy. As 
I remember it, however, following 
the 90 per cent idea, the advice 
was given that if a broker tele- 
phones you suggesting a certain 
purchase, you immediately call 
him back, not to buy, but to sell 
this security short for you. If you 
will do this the chances are 90 
per cent out of a 100 per cent 
that the profit swing will be in 
your favor. 

Well, just as I got this adver- 
tisement all fixed up to my satis- 
faction, I woke up. Since then I 
have been wondering, if such an 
advertisement were placed in the 
Wall Street Journal (if they 
would take it) just what the re- 
sponse would be. One might build 
up a large clientele on the idea 
of getting the best possible advice 
and then doing the exact oppo- 
site. Let’s think it over! 


* * + + 


The other day I happened to 
be in the kitchen of one of my 
friends. We wanted to make toast, 
but our hostess informed us the 
electric toaster was out of order. 
It had been put away. I asked 
to see it and then I remarked that 
all it needed was just the little 
corrugated wire “dingus” that 
carries the electric juice. I went 
to a five and ten cent store in 
the neighborhood and bought one 
of these wires for ten cents. It 
fitted her toaster perfectly. The 
electricity was turned on, it 
worked fine, and soon all of us 
had toast. 

Now just because this lady did 
not know about electric wires, she 
had discarded an expensive 
toaster. I wondered how many 
other things in her kitchen outfit 
had been discarded in the same 
manner. 





Recently, I have written several 
articles advocating that retail 
hardware stores should become 
service stores. Every retail hard- 
ware store should have a handy 
mechanic who can repair locks, 
guns, revolvers, sharpen knives 
and shears, etc. This mechanic, 
according to my ideas, if business 
happened to be dull in the shop, 
could pick up his kit and circulate 
around town trying to find jobs. 
I will guarantee that in almost 
any household in the country to- 
day there is a week’s job for any 
such handy man, fixing up doors, 
screens and other things that re- 
quire attention. 

In every factory there is car- 
ried on the books an account 
covering depreciation, obsoles- 
cence, etc. But the same man who 
owns the factory and expects to 
keep everything up from month 
to month, frequently in his own 
home allows depreciation to go on 
unchecked. Depreciation works in 
the home just as it does in the fac- 
tory, and the hardware dealer lo- 
cally should make it his job to 
call this constant depreciation to 
the attention of the householder. 
It is a good old saying that “a 
stitch in time saves nine,” and 
many a great expense can be 
saved by a small expense at the 
start. 

An electrical supply dealer has 
just sent me a circular which he 
mails to his trade. Here is an ex- 
tract which speaks for itself. 

“In our travels of about 150,000 
miles annually over this great coun- 
try of ours, many invitations to 
private homes are accepted. As we 
make our living mostly by selling 
our products to those who manufac- 
ture and sell K.W.H’s we naturally 
ask our hosts about the electricity 
which they use and how they use it? 

“We have been very much sur- 
prised at the number of them who 
have electric toasters, egg boilers, 
waffle irons, coffee percolators, hot 
plates, heating pads, corner heaters, 
fans, curling irons, flatirons, wash- 
ing machines, ironers, floor lamps, 
ranges, vacuum cleaners, etc., which 
have been laid aside because they 
needed simple repairs. 

“Our hosts have done nothing 
towards getting these appliances re- 
paired, because they could get along 
without them. Maybe they were 
going to have it done but hadn’t 
found the time to do so, or had for- 

(Continued on page 84) 
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Triple Convention Studies 


Factory Selling 


Supply and Machinery Distributors and 
Manufacturers Hold Convention, May I1 to 
13, 1936, at Ambassador Hotel, Atlantic 
City, N. J. Attendance A pproximately Nine 
Hundred. Many Hardware Men Participate 


HE Triple Mill Supply conven- 

tion focused its entire pro- 

gram on increasing sales at a 
profit. Meeting at the Ambassador 
Hotel, Atlantic City, N. J., May 11 
to 13, 1936. all sessions were well 
attended and the talks were most 
practical. Throughout the sessions 
there was an absence of controversy 
between producers and distributors. 
The spirit of the convention was op- 
timistic with all parts of the country 
reporting improved business and 
with more evidence of the increased 
importance of the distributor in the 
sale of factory equipment and re- 
lated goods. It was the annual con- 
vention of The Southern Supply & 
Machinery Distributors, The Na- 
tional Supply & Machinery Distribu- 
tors’ and the American Supply & 





Machinery Manufacturers’ associa- 
tions with all but the closing 
Wednesday sessions held jointly by 
these three bodies. Attendance was 
about nine hundred. 

Considerable attention was given 
to cooperative selling by producers 
and distributors through both sales 
promotion aids and missionary fac- 
tory men. The latter to be used both 
for training the distributor’s sales 
staff and for helping to sell more 
goods by direct calls. It was stressed 
that factory missionary men must 
also help dealers stock and display 
merchandise properly and_ keep 
stocks in proper balance based on 
local requirements. 

Hardware men participated in this 
convention and were well repre- 
sented both among the speakers and 





Joint Session, Triple Mill Supply Convention, Atlantic City, May 12, 1936 








GEO. H. HALPIN 


Minnesota Mining & 
Mfg. Co., New Presi- 
dent, American Assn. 


the officers elected. Men prominent 
in the retail, wholesale and manu- 
facturing hardware associations were 
present in good numbers. An in- 
creasing number of hardware dis- 
tributors are attending these triple 
mill supply conventions each year. 

F. M. Archer, Superior-Sterling 
Co., Bluefield, W. Va., president of 
the Southern, L. M. Knouse, The 
Stanley Electric Tool Co., New Brit- 
ain, Conn., president of the Ameri- 
can and John T. Potts, The Galige: 
Co., Salt Lake City, Utah, made brief 
addresses of welcome at the opening 
session on Monday night. Mr. Potts 
presided. R. H. Dick, president. 
Barrington Associates, Inc., New 
York City, made the principal talk 
dealing with marketing analysis and 
basic methods for factory selling ac- 
tivities. 

Tuesday morning’s session was de- 
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voted to sales management problems 
with Mr. Knouse as chairman. P. 
Ridings, Syracuse Supply Co., Syra- 
cuse, N. Y., opened the discussion 
stressing the importance of holding 
sales within an area that permitted 
efficient service and profitable sales. 
He told of his own use of a carefully 
classified mailing list, corrected by 
data from salesmen’s daily reports 
on calls made. He also told of his 
plan of regular store or sales meet- 
ings which are devoted to planned 
selling campaigns, educating the 
sales staff with the help of factory 
experts and of friendly rivalry be- 
tween his men whose sales progress 
is shown on a blackboard. This 
plan keeps all men informed on their 
relative selling status, number of 
calls made, percentage of calls to 
sales and of unit sales amounts. 
Carl A. Channon, Great Lakes 
Supply Co., Chicago, responded with 
a paper on the progress made by 
the industry through coordinated ef- 
forts of distributors and producers 
which he said has brought about a 
very clear mutual understanding 
and progress. Recognizing that 
sales are the basic life-blood of the 
distributor’s business, the speaker 








R. KENNEDY HANSON 
Smith Courtney Co. Sec.-Mgr., American 
Sec.-Treas., Southern Assn. 


Officials of the National Supply and Machinery Distributors Assn. 


said a yardstick was needed to con- 
sider sales potentials based accurate- 
ly on the local requirements and op- 
portunities for making sales. In such 
a study margins, frequency of sales, 
inventory investment required, etc., 
are basic factors on which to plan 
your selling he said. 

G. Cheston Carey, Carey Machin- 
ery & Supply Co., Baltimore, Md., 
talked on the need of specialization 
as a move toward proper planned 
selling. He said all distributors 
needed more specific data on cus- 
tomers’ requirements, and _ that 
stocks, promotion ideas and actual 
sales work must be focused on such 
knowledge and not depend upon 
generalities. Z. B. Hampton, Fair- 
mont Supply Co., Fairmont, W. Va., 
told of his plan for keeping such 
records which included data on 
costs, purchases, monthly inventory 
check, sales last year and this year 
by products and the price trend. 
This prevents overstock yet helps 
the dealer keep his stock adequate 
for local needs, an essential part of 
the service which a distributor 
should render industry. 

Mr. Archer presided at the Tues- 
day afternoon session which con- 








L. M. KNOUSE 
Stanley Electric Tool 
Co. Retiring Pres., 
American Assn. 


JOHN T. POTTS 
The Galigher Co. 
Retiring Pres., Na- 
tional Assn. 





sidered sales promotion methods. 
E. S. Grant, Dodge Mfg. Co., Misha- 
waka, Ind., expressed disapproval 
of general catalogs for distributors 
to send their customers, believing 
that all sales promotion material 
should be specialized by lines and 
requirements. He favored this plan 
as one cure for having catalogs be- 
come obsolete too quickly and urged 
regular promotion bulletins which 
outline the scope of the dealer’s 
stocks and services. 

F. W. Copeland, H. Channon Co., 
Chicago, urged better mailing lists, 
broken down by requirements, per- 
centages of sales by contacts and 
through mail and phone. This, he 
said, enabled the dealer to be spe- 
cific in his promotion to industrial 
users and encourage more attention 
to such advertising materials. 

The use of missionary men fur- 
nished by factories was discussed by 
Russell C. Duncan, R. C. Duncan 
Co., Minneapolis, Minn., who felt 
such help was very necessary and 
the best method of keeping his sales- 
men informed on lines and how 
these lines could best be sold. It 
was his thought that missionary men 
should educate buyers, stockmen, 
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GEO. W. ECKHARDT 


Officials of 


city desk men, and the sales staff 
and make calls on industrials alone 
and with distributor’s salesmen. He 
particularly stressed the need for 
such training work among the 
younger men in clerical jobs who 
might later be good material for 
the sales end. This training, he 
said, must include not only selling 
ideas, hut some technical founda- 
tion and help on making displays 
and keeping the stock properly bal- 
anced and in the right kind of bins, 
etc. 

George U. Hatch, Millers Falls 
Co., Greenfield, Mass., responded 
saying that the question, “Why have 
missionary men at all?” was often 
in the minds of many manufacturers 
who thought some _ distributors 
should do more of this work them- 
selves. But, he said, there were cer- 
tainly many benefits to the mission- 
ary-man plan and that he had found 
such an arrangement helpful along 
the lines outlined by Mr. Duncan. 
He said it helped produce more 
business and the real question was 
how the missionary men could be 
used for still further help and prog- 
ress. He believed such men are in 
a good position to run down all local 
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complaints which the dealer could 
record until the arrival of the fac- 
tory man. He said that distributors 
should plan well in advance a work- 
ing schedule for the missionary man 
so both factory and dealer get the 
maximum return from the _ invest- 
ment and opportunity. 

Charles J. Shaw, Barrett Hard- 
ware Co., Joliet, Ill., said his firm 
welcomes all such help from the 
factory. He told of industrial ex- 
hibits which have proved very prof- 
itable in actual sales and in getting 
good leads for selling equipment 
that cannot be brought to the pros- 
pect in a sample case. He felt that 
factory men helping the dealer con- 
duct an exhibit enables the relations 
between the two to improve and has 
found his customers very anxious to 
contact factory men to learn more 
about goods available. At these 
shows, Barretts supply all visitors 
with large, strong envelopes so they 
are encouraged to take away with 
them all available circulars, cata- 
logs, etc. He always promotes the 
exhibit for three or four months in 
advance and invites customers to 
bring their problems in to the fac- 
tory experts. 





HARRY RINEHART 
Secy.-Treas., National 


the American Supply and Machinery Mfrs. Assn. 


R. G. THOMPSON 
Lufkin Rule Co 


W. E. Currier, Chandler & Far- 
quhar Co., Boston, Mass., told a 
similar story based on his recent ex- 
hibit to which 20,000 invitations 
were issued. He said attendance 
averaged better than 1000 a day for 
the five days and that many large 
sales were completed at the exhibit. 

At the Wednesday morning ses- 
sion Mr. Knouse presided. A. E. 
Paxton, Mill Supplies, presented a 
paper on the need for greater effi- 
ciency in the distribution of manu- 
facturers’ literature. His idea being 
that too much waste is permitted 
unless some care is exercised in han- 
dling such promotion material. Mal- 
colm Muir, president, McGraw-Hill 
Publishing Co., New York City, 
spoke on improving sales and pre- 
dicted continued good business de- 
spite political upheavals and legis- 
lative uncertainy. 

T. W. Lewis, Lewis Supply Co., 
Memphis, Tenn., was on the pro- 
gram three times and always proves 
a very popular speaker. He has an 
entertaining way of putting over his 
points. He said distributors needed 
policies just as much as manufac- 
turers and that a first principle 
should be not to lie to producers re- 
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H. F. SEYMOUR 


Columbian Vise & 
Mfg. Co. Convention 
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Syracuse Supply Co. 
New President, Na- 


H. E. RUHF 


Cleveland Tool & Sup- 
Co. Convention 


M. SWAIN 
Irwin Auger Bit Co. 


tional Assn. 


garding prices offered by competing 
factories. He also urged distribu- 
tors to carry more adequate stocks 
or expect a return to more direct 
selling. 

Harold F. Seymour, Columbiar 
Vise & Mfg. Co., Cleveland, Ohio, 
led a discussion on manufacturers’ 
selling policies. The text of his talk 
will be published in HarpwareE AGE 
in the June 6, 1936, issue. because 
of its general interest to our readers. 
He favored suggested resale prices 
which he said manufacturers must 
defend to the full limits allowed un- 
der existing laws. Policies should 
also consider territorial 
and recognize functions performed. 

H. E. Ruhf, Cleveland Tool & Sup- 
ply Co., Cleveland, Ohio, responded 
with a talk on selling policies for 
distributors. He said one difficulty 
is the failure to realize generally 
that circumstances, location, 
etc., are factors which may 
pletely change the desirability and 
efficiency of what might appear to 
be a good basic set of ethical rules. 
Another problem he saw was the 
establishment of minimum prices by 
producers which too many dealers 
considered as the only price and did 
not differentiate between minimum 
and maximum based on quantity. 
investment required and frequency 
of sale. He felt that distributors 
generally favor resale prices on ma- 
jor lines carried and that manufac- 
turers getting some direct business 
should protect the distributor to pre- 
vent loss of margin. To accomplish 
this, Mr. Ruhf said dealers must 
support manufacturers whose _poli- 
cies are proper and not be weaned 
away immediately on the first 5 
or 10 per cent extra discount offered 
by a company whose policy is bas- 
ically not protecting the distributors. 
He also said that distributors dis- 
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like price wars among manufac- 
turers and should discourage such 
tactics for their own preservation. 
He also saw the shadow of mail or- 
der competition and = com- 
mented on the fact that several 
manufacturers were now flirting 
with this channel of distribution to 
the detriment of the independent 
distributor. 


h« yuse 


Wednesday afternoon each asso- 
ciation held an executive session for 
election of officers, resolutions, etc. 
Then a finale was held jointly by 
the three groups at which time new 
officers were presented. It was un- 
officially stated that the 1937 con- 
vention will be at Memphis, Tenn. 

The Southern association elected 
C. A. Dillon, Dillon Supply Co.. 
Raleigh, N. C., as president suc- 
ceeding Mr. Archer who becomes 
chairman of the executive commit- 
tee. Vice-presidents chosen are: 
R. S. Page, Henry Walke Co., Nor- 
folk. Va., and J. 'B. Dale, Briggs 
Weaver Machinery Co., Dallas, Tex. 
Alvin M. Smith, The Smith-Court- 
ney Co., Richmond, Va., continues 
as secretary-treasurer. 

At the Southern association clos- 
ing session H. M. Swain, vice-presi- 
dent and sales manager. The Irwin 
Auger Bit Co., Wilmington, Ohio. 
made a brief talk explaining the 
purposes and functioning of the 
American Institute of Fair Competi- 
tion. He told how the Institute acts 
as a clearing heuse for sales policies 
of members who must present these 
in sworn affidavits and submit to 
audit whenever necessary. He said 
this took all secrecy out of the sales 
policy problem and protected the 
ethical manufacturer and his cus- 
tomers. As a preface Mr. Swain 
quoted an editorial comment on 
sales policies which appeared in the 
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May 7, issue of HARDWARE 
AGE. 

The National association elected 
P. Ridings as president. Vice-presi- 
dents chosen are: Russell C. Duncan 
and W. T. Ryan, Cutter, Wood & 
Sanderson Co., Cambridge, Mass. 
The official staff was reelected— 
George A. Fernley, advisory secre- 
tary, H. R. Rinehart. secretary- 


1936, 


treasurer. and George W. Eckhardt, 
executive secretary. 

The American association elected 
George H. Halpin, Minnesota Min- 
ing & Mfg. Co., St. Paul, Minn., as 


president. Its new vice-presidents 
are: Roger Tewksbury, Oster-Wil- 
liams Co., Cleveland, Ohio, and W. 
A. Purtell, Holo Krome Screw Co., 
Hartford, Conn. E. S. Grant is the 
new treasurer and Herb Ladds, Lam- 
son & Sessions Co., the new chair- 
man of the executive committee. R. 
Kennedy Hanson continues as secre- 
tary-Manager. R. G. Thompson, 
Lufkin Rule Co., New York City. 
president of the American 
Hardware Manufacturers’ Associa- 
tion and Thos. Robinson, Jr.. 
Hewitt Rubber Corp., Buffalo, N. Y.. 
were elected to the executive com- 
mittee. 

The National association _ re- 
affirmed its position on the 2 per 
cent cash discount as the minimum 
practice and urged all manufac- 
turers and distributors to work to- 
ward that end. The National also 
passed a resolution regarding eligi- 
bility of new members which would 
require approval from three mem- 
bers in the same area, and thanked 
the Power Transmission Council for 
its splendid work. There was also 
a resolution opposing cash awards 
to distributors’ salesmen by manu- 
facturers. This reads as follows: 

“WHEREAS, Some Manufacturer: 

(Continued on page 82) 
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Six Basic Reasons for Factories Buying Supplies, 
Equipment and Materials from Local Hardware Dis- 
tributors Offer Background for Selling Campaign 
that Hardware Men Can Use in Their ‘Factory 


Selling’”’ Plans. 


- By JOHN H. FREDERICK* 


Assistant Professor of Marketing 
University of Pennsylvania 


EARLY all factories and 
other users of staple hard- 

ware lines, and_ related 
specialties, purchase some of their 
requirements from hardware dis- 
tributors, both wholesale and re- 
tail. Unfortunately, too few in- 
*Author of “Industrial Marketing,” 
an accepted textbook based on exhaus- 


tive research of factory buying habits 
and economics. 
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dustrial users make efficient use of 
these local sources of supply. This 
may be due to the fact that many 
factory buyers regard hardware 
distributors and other local sellers 
of industrial supplies as conveni- 
ent sources from which to obtain 
small quantities of certain sup- 
plies and maintenance materials, 
but not for large quantities; as 


places where emergency orders 
may be filled, but not regular or- 
ders; as a source of supply valu- 
able for isolated factories, but not 
for plants located in central manu- 
facturing districts; or as suppliers 
for small plants, but not for large 
ones. That these are mistaken 
ideas as to the functions per- 
formed by hardware distributors. 
in supplying factories and other 
users of industrial supplies, is evi- 
dent when one considers the prin- 
cipal advantages obtained by in- 
dustrial users who buy the greater 
portion of their maintenance and 
operating materials and supplies. 
as well as certain fabricated ma- 
terials, from local distributors. 
These very definite advantages 
may be summarized as follows: 
1. The hardware distributor is 
in a position to give immediate 
delivery from a local stock. The 
services offered factories and other 
industrial users by hardware dis- 
tributors permits the purchaser to 
buy in small quantities as needs 
arise for immediate consumption. 
Quick deliveries are essential on 
small lot purchases of mainte- 
nance items and supplies such as 
bolts, nuts, rivets, nails, small 
tools, of similar products for 
which the demand cannot be read- 
ily anticipated by users. By giv- 
ing these quick deliveries the hard- 
ware distributor is .in a position 
to aid in solving a very common 
problem encountered in industrial 
plants, particularly in connection 
with maintenance —that of pro- 
curing emergency supplies. De- 
lays incurred in buying such prod- 
ucts direct from manufacturers 
might lead to serious inconveni- 
ence or costly shutdowns. In fact. 
many factory buyers say that their 
chief reason for buying from local 
distributors is the fact that they 
thereby avoid plant shutdowns. 
Hardware wholesalers and ‘retail- 
ers can render industrial users a 
type of service for which manu- 
facturers have neither the time nor 
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the facilities. If local stocks were 
not maintained by hardware dis- 
tributors, either the manufactur- 
ers of the products, or the users, 
or both would have to maintain 
them. 

2. When purchases are made 
from hardware distributors the 
costs of carrying stocks of pro- 
duction and maintenance supplies, 
so bought, are greatly reduced or 
eliminated entirely. Hardware dis- 
tributors carry complete stocks 
which enable the industrial user 
to reduce to a minimum the capi- 
tal invested in, and the storage 
space required to carry supply 
stocks in the factory. Many hard- 
ware products are manufactured 
in such a wide variety of types 
and sizes that it would be a prac- 
tical impossibility for individual 
factories and other users to carry 
their own stocks in sufficient quan- 
tities to provide all the varieties 
required. This is particularly true 
of hardware items falling within 
the maintenance and operating 
materials and supplies classifica- 
tion of industrial products. 
Through the consolidation of these 
supplies in distributors’ ware- 
house stocks, industrial plants are 
assured of adequate service, and 
at the same time the amount of 
capital and warehouse space re- 
quired for supply stocks in indi- 
vidual factories is reduced. This 
tends to lessen not only the cost 
of industrial maintenance, but the 
cost of production as well. 

In most cases when factory buy- 
ers complain that local distribu- 
tors do not carry complete stocks, 
it is the fault of the industrial 
users rather than the fault of the 
distributors. Hardware distribu- 
tors would generally carry more 
complete stocks if industrial 
plants could be prevailed upon to 
advise them as to average require- 
ments for certain supplies or other 
products. Unless so advised dis- 
tributors are sometimes reluctant 
to carry as complete stocks of 
many items used by factories in 
their vicinity as they might. This 
is due to the fact that distributors 
have had sad experiences in the 
past when they have been encour- 
aged, by certain users, to carry a 
compléte stock of some line only 
to see these users go direct to the 
manufacturer as their needs in- 
creased. 
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Most industrial plants know 
very little regarding the cost of 
carrying stocks of production and 


maintenance supplies. Many of 
the larger factories and other 
users of industrial supplies have 
been under the impression that, 
because of their large volume re- 
quirements, it was cheaper to buy 
direct from manufacturers and 
carry their own stocks. The truth 
of the matter is that the slight con- 
cessions which are offered indus- 
trial buyers when they anticipate 
their needs months in advance are 
more than offset by the costs of 
warehousing these stocks until 
they are needed. As a matter of 
fact, because of the so-called “hid- 
den costs” of direct purchasing 
and stock keeping, that are gen- 
erally overlooked or figured en- 
tirely too low, the real cost of 
most industrial supply items can- 
not be determined until they are 
actually put into use. These costs 
may be summarized under the fol- 
lowing heads: 

(a) Stockroom handling and 
warehouse costs from the time the 
product is received until it is used. 

(b) Depreciation of the prod- 
uct while held in stock. 

(c) Tendency of the product to 
become obsolescent while held in 
stock. 

(d) Funds invested in stock are 
idle from the time the purchase is 
made until the product is used. 


Based on Turnover 


Many factories and other buy- 
ers of industrial products in large 
quantities lose sight of the fact 
that profitable business is based 
on turnover and that this applies 
not only to the products of a 
manufacturer, but to his invest- 
ment in repair parts and supplies 
as well. Products carried in stock 
longer than one year rapidly lose 
their original value on account of 
the costs listed above. More and 
more industrial users are discov- 
ering that the best way to elimi- 
nate the “hidden costs” of carry- 
ing stocks of hardware items is to 
buy from local distributors in 
quantities needed for immediate 
use, and to thus have the distribu- 
tor carry the stock. 

3. When purchases are made 
from hardware distributors the 
factory, or other user of industrial 
supplies, is dealing with a man 





who has a better knowledge of his 
individual needs than does the 
manufacturer of the product he 
may be buying. Distributors’ 
salesmen who contact industrial 
users every week, year in and year 
out, have a better understanding 
of a factory’s individual problems 
and requirements than would a 
manufacturer’s salesman calling 
once in six months, or once a year. 
Distributors’ salesmen can, there- 
fore, give valuable assistance to 
industrial users because of their 
intimate contact with the user’s 
problems, and the products in 
which he might be interested. Un- 
der these conditions salesmen are 
often able to suggest improve- 
ments in maintenance methods, 
economies in the use of supplies, 
and new uses for products which 
they are selling. 

In addition to dealing with a 
salesman who really knows his 
needs, the factory buyer using the 
services of the local hardware dis- 
tributors is dealing with purchas- 
ing experts in that field. Purchas- 
ing is one of the most important 
functions of any distributor, 
whether wholesaler or retailer. 
The distributor’s success in busi- 
ness is based primarily on his 
ability to select the products that 
will adequately fill the needs of 
his customers. The distributor’s 
purchasing expertness results from 
a thorough familiarity with the 
needs of his customers and a wide 
knowledge of the lines of manu- 
facturers of all types of hardware 
products and supplies. His con- 
tact with the users of hardware 
lines is much more frequent and 
intimate than that of the manu- 
facturer of such products who at- 
tempts to sell direct. The dis- 
tributor realizes that, if he is to 
be the regular supplier of these 
users, factories and others, he 
must know their requirements and 
fill them satisfactorily. He there- 
fore examines the merits of every 
product he buys according to the 
standards of his customers. 

It is also the distributor’s busi- 
ness to know the manufacturers of 
hardware products. He can afford 
to devote more time and study to 
the selection of various items than 
can the factory buyer, and, be- 
cause of this constant investiga- 
tion of various lines, he has op- 
portunities for comparisons that 
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are not often available to the in- 
dustrial user who buys direct. 
Furthermore, the  distributor’s 
knowledge of the experiences of 
many factories at which he or his 
salesmen call, or other users with 
whom they are acquainted, cover- 
ing various types of hardware 


products and allied specialties, 


makes him a keen judge of what 
products will serve all his cus- 
tomers most satisfactorily. 

Manufacturers are frequently 
limited in the extent to which they 
can guarantee satisfaction to fac- 
tory and other users of industrial 
supplies. When the hardware dis- 
tributor selects a product, how- 
ever, and offers it to his custom- 
ers, that product carries his stamp 
of approval, as well as whatever 
guarantee the manufacturer may 
attach to it. Distributors realize 
that repeat orders from factory 
buyers are secured because prod- 
ucts have proven satisfactory in 
use, and that their own need for 
maintaining a reputation as a 
supplier for such plants will not 
permit bias, a desire for selfish 
gain, or carelessness to affect their 
buying selections. 


4. When purchases are. made 
from hardware distributors time 
and money are saved in factory 
purchasing and accounting depart- 
ments. This is so because many 
items may be included on one or- 
der which reduces the cost of pur- 
chasing routine to a minimum. 
The time saved in securing and 
tabulating quotations, issuing pur- 
chasing orders and maintaining 
order records, checking deliveries 
and invoices, accounting and pay- 
ing bills, and interviewing sales- 
men constitutes a sufficient reason 
for buying from local distributors 
whenever possible. 

5. The distributor offers imme- 
diate catalog and price informa- 
tion to factory buyers. The main- 
taining of complete catalog and 
price files in many small plants 
is not practical, although it is 
frequently a necessity in the pur- 
chasing departments of large 
plants. Many hardware products 
purchased for plant maintenance, 
in particular, are bought only at 
infrequent intervals. Since the ob- 
taining of quotations before issu- 
ing buying orders is a standard 
practice in industrial buying, the 


distributor, through his catalog 
and price service (this applies 
particularly to the wholesaler), 
and an accurate knowledge of 
comparative costs on competitive 
products, is in a position to assist 
factories in buying efficiently. 

6. Hardware distributors grant 
credit to the small as well as to 
the large buyers. Nothing is more 
important to the majority of fac- 
tory buyers than the establishment 
of satisfactory credit relations 
with sources of supply. Many man- 
ufacturers of hardware products 
refuse to sell to factories with 
poor credit ratings, or no credit 
rating at all. Local distributors 
are in a position to extend credit 
to such plants very frequently be- 
cause they are in direct contact 
with each account, and in a posi- 
tion to obtain better credit infor- 
mation than are manufacturers 
who may be located at some dis- 
tance from the users of their prod- 
ucts. By extending credit in this 
manner hardware distributors en- 
able small and financially weak 
plants to obtain the same econom- 
ical supply service as large plants. 








New Business Census Will Provide 
Valuable Data For Industrial Distributors 


NFORMATION now being 
| gathered for the 1935 Census 

of Business by the Bureau of 
the Census, U. S. Department of 
Commerce, will be very valuable 
to enterprising distributors of in- 
dustrial supplies. The data being 
compiled will present figures on 
the market that have never be- 
fore been available, and will fur- 
nish facts which will aid mill 
supply distributors in more effi- 
ciently catering to industrial re- 
quirements. 

An outline of what the Bureau 
of the Census is doing along these 
lines as furnished HaRDWARE AGE 
by Vergel D. Reed, chief, Retail 
and Wholesale Trade Divisions of 
the Bureau provides the follow- 
ing explanation: 

“We are including a separate 
classification in our wholesale 
schedule for the industrial dis- 
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tributor under “Type of Operation 
in 1935.’ We are also making 
provision for the separation of 
sales to industrial users in both 
the wholesale schedule and the 
schedule covering manufacturers’ 
distribution of sales. This partic- 
ular item reads: ‘Sales to Indus- 
trial and Other Large Users (sales 
to manufacturers, railroads, util- 
ities, governmental bodies, hotels, 
institutions, contractors, oil wells, 
etc.).’ 

“In our sales of merchandise 
by commodities included on the 
wholesale schedule, we have in- 
cluded the following items, under 
the main heading: ‘Machinery, 
Equipment and Supplies.’ 

“Industrial Equipment and 
Supplies: Belting, hose packing 
and mechanical rubber goods; 
power transmission equipment 
(such as pulleys, hangers, bear- 


ings); materials handling equip- 
ment (such as trucks, casters, and 
hoists); metal working tools 
(such as drills, reamers, taps, 
dies, grinding-wheels, metal-cut- 
ting saws, and files) ; rope, cord- 
age and twine, and other indus- 
trial equipment and supplies. 

“Industrial Machinery: Con- 
struction machinery; machine 
tools (power driven); mining, 
quarring, well drilling and pump- 
ing machinery; oil well and oil 
refining machinery equipment and 
supplies; power plant machinery 
and equipment (except electrical 
machinery); textile machinery, 
and industrial machinery not 
listed elsewhere. 

“Office and Store Machines and 
Equipment Not Listed Elsewhere: 
Office machines and equipment 
(such as typewriters, cash reg- 

(Continued on page 70) 
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ADVANCES BECOMING EFFECTIVE 


Copper & Brass Products. Auto Tires 
Octagon Neck Maydole Nail Hammers 
Old-style 114 in. Bicycle Tires 

No.’s 4, 5, and 6 Union Roller Skates 


DECLINES BECOMING EFFECTIVE 
Turpentine. Flexible Armored Cable 
One Make of Carpenters’ Aprons 
Some Types of Cotton Mop Heads 


SHOWING FIRMER TENDENCY May 21 
Finished Steel. Cotton Waste 1936 
Builders’ Hardware. | Plumbing Supplies 

There is much recent talk sumption has been consistently 
about finished steel price advances. heavy. 
averaging from $2.00 to $3.00 per ee 
ton, as being possible and _neces- For the present, prices on 
sary for the third quarter. These nails and wire products, on sheet 
comments are undoubtedly “feel- steel and corrugated roofing, and on 
ers,” to obtain the reaction of steel steel pipe, are steady in most areas, 
users to the idea, but there seems but with some “softness” when a 
quite a little ground for consider- larger order than usual is at stake. 
ing price increases. Notwithstand- With gossip about possible steel ad- 
ing the steady demand for steel vances, there is little likelihood of 
since last fall, higher production extended concessins below the very 
costs, it is understood, have left the low “official” prices on these lines. 
industry hard pressed to show * 8 8 
“satisfactory” profits. Estimated Bolt and nut makers con- 


costs of the Social Security Act and 
of newly established vacations with 


to raise prices. The summer vaca- 
tion plan for all workers, it is esti- 
mated, will increase the industry’s 


security provisions will be equiva- 
lent to a 6 per cent expansion in 
payrolls. 

The steel industry paid out in 
taxes to Federal, State, and local 
governments nearly $73,000,000 in 
1935, a sum approximately 16 per 
cent larger than in 1934. This tax 
expense, says the Steel Institute, 
was equivalent to $133, or more 
than five weeks’ average pay, for 
each of the 547,112 employes on the 
industry’s payroll. In steel circles 
it is indicated that any higher quo- 
tations will be concentrated mainly 
on those products in which con- 
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tinue to operate at an active rate. 
with demand well sustained. Ship- 
ments of leading Cleveland district 
companies are running 12 to 15 per 
cent higher than in April. Automo- 
tive orders are contributing largely 
to improved business. In addition 
railroad and miscellaneous require- 
ments are expanding. It was an- 
nounced at the recent annual meet- 
ing of the Pittsburgh Screw & Bolt 
Company, that orders on hand are 
the largest in five years. 
* 8 # 


{utomobile tire prices were 
advanced on May 4th to dealers and 
to tire consumers, following action 
by leading tire manufacturers, to re- 
move the emergency discounts al- 
lowed to dealers for more than a 
year past. On the average the in- 
creases to dealers amount to 11 per 
cent on first line tires, 13 per cent 
on second line, 54% per cent on 
third line and 7% per cent on 
fourth line. Mark-ups to the public 
have not exactly matched these per- 
centages. The reasons given for the 
increase were the higher cost of raw 
materials, especially crude rubber. 
and the rising cost of labor. Some 
of the companies announced wage 


increases after the price advance 


was made. 
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Several advances have oc- 
curred in the standard old-style 144 
inch bicycle tires. Manufacturers 
claim they were being sold at a loss, 
in view of the falling off in sales, 





due to the introduction of balloon 
tires, and rising costs on the les- 


sened production. 
* *% * 


David Maydole Tool Corp. 





WHOLESALE HARDWARE COLLECTIONS 


NEW YORK — The per cent of 
wholesale hardware charge ac- 
counts outstanding Feb. 29, 1935, 
collected in March, was 36.3 per 
cent in 1935, and 36.0 per cent in 
1936. 


RICHMOND — The percentage of 
March 1, 1936, wholesale hardware 
receivables collected during the 
month was 50.5 per cent. 


PHILADELPHIA — The ratio of 
wholesale hardware collections to 
receivables in March, 1936, was 42, 
in February, 1936, was 36, and in 
March, 1935, was 37. 


CLEVELAND — The Federal Re- 
serve Bank of Cleveland does not 
collate information on either gen- 
eral wholesale or wholesale hard- 
ware collections. . 


CHICAGO—The per cent of change 
from March, 1935, in wholesale 
hardware accounts outstanding was 
plus 9.1 per cent; collections were 
plus 8.7 and the ratio of accounts 
outstanding to net sales was 187.9 
per cent. 


ST. LOUIS — General collections 
during March reflected a continu- 
ance of the upward trends which 
have been in effect for several 


Per Cent of Increase or Decrease in 1936 

Wholesale Hardware SALES as Compared 

With Corresponding Months of 1935. 
(National Averages.) 
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months. Representative interests 
reported on March collections as 
follows: fair, 48.6 per cent; good, 
44.2 per cent; excellent, 2.9 per 
cent, and poor, 4.3 per cent. 


SAN FRANCISCO — The percent- 
age of wholesale hardware collec- 
tions during March to the total 
amount due from customers (out- 
standing) on first of month was 
46.1 per cent in March, 1936, and 
39.9 per cent in March, 1935. 


DALLAS—tThe ratio of wholesale 
hardware collections during March 
to accounts and notes outstanding 
on Feb. 29, 1936, was 48.9 per cent. 


ATLANTA — The ratio of whole- 
sale hardware collections to receiv- 
ables was 44.9 per cent in March 
1936; 38.0 per cent in February, 
1936, and 40.1 per cent in March, 
1935. 


KANSAS CITY—Wholesale hard- 
ware outstandings on March 31, 
1936, as compared to Feb. 29, 1936, 
were plus 11.2 per cent and as com- 
pared to March 31, 1935, were plus 
2.2 per cent. The amounts collected 
in March, 1936, as compared to 
February, 1936, were plus 33.6 per 
cent, and as compared to March, 
1935, were plus 10.8 per cent. 





Per Cent of Increase or Decrease in 1936 

Wholesale Hardware STOCKS as Compared 

With Corresponding Months of 1935. 
(National Averages.) 


have issued a new general catalog. 
and a price list effective May 1. 
1936, covering their line of ham- 
mers, cold chisels, punches and 
wrenches. Several items have been 
added, but quotations in general are 
unchanged. Last October the first 
quality Maydole nail hammers were 
reduced from $10.00 basis on No. 
1114, to $8.66, to the retailer, and 
the latter basis holds in the late 
price list. Octagon neck patterns 
are raised, the 16 ounce from $9.20. 
old price, to $10.67, new price. The 
Maydole Corporation’s medium and 
competitive lines remain unchanged. 
the Norwich, in 111% size at $6.00 
basis. the Maydox at $4.80, and the 
Black Forged relatively lower. 


{nother advance of one-quar- 
ter cent per pound was placed in 
effect May 4th, on copper and bras~ 
sheet, strip and rolls, also on coppet 
and brass wire. For the present 
there is no change on brass pipe. 
copper water tubing, or rods. Some 
makers of annunciator wire have 
advanced 1% cent per pound. Regu- 
lar prices on copper nails and tacks 
are unchanged, but a very competi- 
tive price situation among the tack 
manufacturers, on steel tacks, makes 
copper ,tacks, strangely, somewhat 
weak. 


4 number oj cotton products 
have changed recently. Cotton mop 
heads declined 1 cent per pound 
on May 5th, affecting two low- 
priced and two high-priced grades. 
Intermediate grades of janitor and 
industrial mop heads were not 
changed. Makers of cotton waste 
seem to have postponed their pro- 
gram for higher prices, rather con- 
fidently expected early in the year. 
Present quotations are unchanged. 
but very firm, except where unusual 
volume is at stake. A manufacturer 
of carpenters’ aprons has lowered 
quotations about 6 to 7 per cent, to 
jobbers. but other makers have not 
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announced similar changes, this line 
not being standardized. 
¥* . * 


Quotations on paint lines 
have been steady and strong, except 
that turpentine dropped 2 cents per 
gallon May Ist. Volume sales of 
high quality paint have been re- 
markably good, with a good demand 
maintained at the same time on the 
popular-priced small-size cans. 

* - * 


Steel wool prices are not well 
held, the December advance of one- 
half cent per pound never becoming 
fully effective. Jobbers feel, how- 
ever, that present prices are quite 
low, and that concessions are too 
costly to the manufacturers, to long 
continue. 

* * * 

Chain sales, on kinds season- 
able during the spring and summer, 
are running at a very satisfactory 
volume. Although welded chain had 
been ordered heavily prior to the 
April 20th advance, manufacturers 
report fill-in business, at the new 
basis, unexpectedly good, and prices 
holding firm. Weldless chains were 
not advanced, but sales have been 
active. Leading makers are holding 
back announcement of fall prices 
on trace chains until a later date, 
feeling that prices last season were 
put out before the trade was ready 
to buy, and before the inarkct could 
be made assuredly firm. It is ex- 
pected that this season’s prices, 
when ready, will be strictly held, 
and it is the guess of some of the 
leading jobbers that higher costs 
faced by the manufacturers may 
prevent a repetition of last fall’s 
low figures. 

* * *& 

More active building has 
helped toward a very strong market 
on builders’ hardware—where it is 
known that new price sheets are in 
preparation—and on plumbing sup- 
plies. A recent Dun survey on 
plumbing lines, covering the first 
quarter of 1936, reveals that the 
output of manufacturers was ahead 
of last year’s similar period, by 20 
to 30 per cent, while wholesale dis- 
tribution gained 25 to 50 per cent. 
During the quarter, production ot 
radiator and heating equipment in- 
creased 30 to 35 per cent, sanitary 
supplies nearly 40 per cent, while 
producers of air-conditioning units 
and materials were ahead by 50 to 
60 per cent. While profits with most 
of the large plumbing supply manu- 
facturers have been the most satis- 
factory since 1930, the increase has 
not matched the rise in sales vol- 
ume, due to prevailing low prices. 
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A few items have been advanced, 
but Dun finds the price average still 
is but slightly above its low level of 
1932. Manufacturers have been at- 
tempting to hold to last year’s quo- 
tations as long as possible, in spite 
of the rising costs of some supplies 
and labor. 
* * * 

Flexible armored cable has 
definitely declined to 10 per cent 
below the former jobbers’ sheet 
prices, but a cash discount change 
makes the net reduction only about 
5% per cent. It is felt that the 
newly established level is so low 
that it can hardly continue for an 
extended period. There has been a 
decline on a few electrical porcelain 
items (knobs, cleats, etc.) in certain 
eastern districts, with no change in 
other areas. 

*% * * 

Retailers have noted this year 
that people are calling for and pur- 
chasing better cutlery, and higher 
priced watches and clocks. The 
average man, instead of buying a 
dollar watch, is paying $1.29 to 
$1.50, instead of purchasing a high- 
ly competitive clock at 89 to 98 
cents, is buying better ones that cost 
from $1.29 to $1.69 each. Sales on 
pocket knives that retail to the con- 
sumer at from 75 cents to $1.50 
each, have stepped ahead of knives 
that retail at 25 and 50 cents each. 
Sales this spring have been larger 
on putty and scraping knives than 
in any spring since 1930. Toilet and 
hair clippers are coming into heavy 





demand. These are always popular 
in contributing to hot-weather com- 
fort, particularly in the rural dis- 


tricts. 
* * * 


Prices on number 4, 5 and 6 
Union Hardware Corporation ball 
bearing roller skates have been in- 
creased by approximately 5 per cent 
in roller skate price list effective 
April 20th, 1936. 


* + 


May business in hardware is 
affording no reason to abandon the 
optimistic views which generally 
have been held concerning 1936 
spring and summer volume. Recent 
abundant rainfall for growing crops, 
together with the final arrival of 
warm weather, has speeded the out- 
flow to farm and town consumers, 
of seasonable items which had been 
dragging. The fine back-log of fu- 
ture orders carried into this spring 
on such lines as garden hose and 
agricultural tools has kept the 
jobbers busy, despite the discourag- 
ing early weather conditions. Some 
leading jobbers are sure that their 
lawn mower sales will reach the 
best total for many years. 

* * * 


Due to the late spring, the 
sale of poultry supplies, including 
netting, is still good. Hatcheries 
have been unable to supply the de- 
mand for little chicks, indicating 
that farmers have recognized the 
profit in eggs and poultry as a re- 
sult of the higher prices at which 
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“NUISANCE” TAXES ON*BUSINESS 
i935 X-YEAR 1935 X-YEAR 1935 X-YEAR 
Gasoline Auto Parts Toilet Preparations 
° ° $6,456,000 $12,000,000 
9101,898,000 015,60R000 $12,644,000 $20,000,000 
Electrical Energy Telephone & Telegraph 
Lubricating Oil i Wh xk 
me | aS 
Te t > - $19,741,000 $27,200,000 
$27,800,000 $36,100,000 $32,577,000 $35.200,000 Furs 
ue 
Sunnie ie $ je 0 000 
oe . * ‘ ’ 
am Gm, & XX pel 
$ 38,003,000 $ 66,000,000 $7,032,000 $12,000,000 
Motor Trucks Radios , $2,010,000 $4,500,000 
. oe m wd) Refrigerators 
$6,158,000 $7,100,000 A as 
$3,625,000 $9,000,000 
Tires and Tubes Oil Pipelines $ 6,664,000 $ 7,600,000 
Chewing Gum, Matches, etc. 
ad 
$26,638,000 $38,000,000 $9,480,000 $10,500,000 $ 8,184,000 $9,000,000 
age ret | 











FOR DURATION —“Temporary” sales taxes enacted in 1932 
filled a gap put in regular government revenues by the depression. 


Here are 1935 collections, contrasted with those fog “x” (1929 
or current year, according to which is larger). 


—Business Week. 
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these products are selling. Recent 
warm weather has opened up a good 
demand for sweat pads, the early 
sales of which had been somewhat 
slow. Better times on the farm have 
helped towards the sale of better 
quality harness and collars. 
* * * 

Future orders for far-ahead 
delivery are being placed only con- 
servatively. The exceptions have 
been on lines where early buying 
was induced by special and tempo- 
rary trade discounts, and other 
cases where prices temporarily are 
plainly below par. While it is the 
habit of the wholesalers to contract 
or connect promptly with a manu- 
facturer, as prices on seasonable 
items are announced, the retailer 
this year is waiting for price levels 
to be tested and assured on each 
successive line. Probably the fre- 
quent occurrence of pre-season 
price wars, in the past, among the 
jobbers has taught them caution, 
with the result that now the job- 
bers themselves are showing more 
inclination to stick to their opening 
season prices. 

* * * 


Orders for strictly hot-weather 
supplies and vacation goods, dor- 
mant until the past two weeks, have 
opened up with a fine spurt. Elec- 
tric fans, and porch and lawn fur- 
niture are showing the decided drift 
toward better quality which has 
featured nearly all consumer de- 
mand this year. There is a largely 
increased call for awnings and 
porch shades, and many retailers 
are also catering profitably to the 
growing vogue for Venetian blinds. 
While these are “special order” 
goods, they add immeasurably to 
comfortable living during summer 
days, and one job installed in any 
neighborhood results usually in 
spreading sales. 

* * * 


Outdoor sports are swinging 
into their peak of interest and ac- 
tivity. Sales of softballs and bats 
are gaining rapidly, and in many 
cities are surpassing the demand, 
from amateurs, for the regular hard 
baseball equipment. Each season 
brings a wider circle of enthusiasts 
for golf, and the mass instruction 
offered free of charge, in some 
cities, on the public links, opens up 
a great list of new customers for 
dealers in clubs, bags and _ balls. 
Retail groups in the smaller towns 
can easily arouse similar community 
interest in learning the game, by 
giving lessons, and by arranging pe- 
riodical tournaments as a town 
activity. 
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Some wholesalers are report- 
ing an unusual number of “opening 
stock” orders sold this year. Un- 
doubtedly the growth of moderniza- 
tion in hardware stores, with new 
layout, fixtures and lighting, is at- 
tracting the attention and emulation 
of new entrants into the merchandis- 
ing field. There is great demand 
for the services of field men from 
the wholesalers and the fixture man- 
ufacturers, who are offering to the 
dealers assistance in rearranging 
and dressing up their stores. 

x * * 

Air express showed a 68 per 
cent gain during March, according 
to a summary of the reports of 
agents of the 215 airport cities 
served directly by the Air Express 
Division of the Railway Express 
Agency. 

* * * 

Late mercantile reviews list 
lines associated with hardware as 
showing continued retail gains, com- 
pared with a slackening in other 
divisions. Some localities reported 
to Dun’s sales under those of the 
corresponding week a year ago, 
where weather influences were un- 
favorable. Demand for sport goods, 
house furnishings, paint, wall paper, 
furniture, silverware and jewelry 
showed more than a seasonal gain. 
The nation-wide volume of retail 
distribution during the May 2nd 
week was fixed by Dun’s at 4 to 9 
per cent above that of the corre- 
sponding week in 1935. Retail sales 
for the Middle West were estimated 
9 to 12 per cent higher than a year 
ago. Automobile sales, always an 
important element in the spring 
business, have exceeded expecta- 
tions. General Motors’ retail sales 
during April were higher than in 
any other month in its history, and 
its figures for March missed that 
distinction by only a few thousand 
units. The industry as a whole has 
been operating at a rate seldom 
reached even in _ pre-depression 
years, and the parts and accessory 
manufacturers, the tire companies, 
and gasoline business have been ac- 
tive correspondingly. 

* & * 

Factory operations throughout 
the country remain satisfactorily 
active. Refrigerator, oil burner, 
farm implement, tin plate, electrical 
goods and business machine manu- 
facturers are particularly busy. Ma- 
chine toolmakers have finished an 
excellent first quarter, and expect 
no great letdown during the coming 
months. New orders for electrical 
goods, including motors, storage 
batteries, domestic appliances, and 
industrial equipment, received by 








seventy-eight manufacturers in the 
first quarter of 1936, totaled $153.- 
452,432, a 25 per cent gain over last 
year, and the best three months’ 
business since 1930. Wholesale dis- 
tributors of electrical supplies re- 
port a March gain of 30 per cent 
over February, and early estimates 
for April indicate another gain of 
ten per cent. 
* * * 

Steel mill output last week, 
estimated by the American Iron and 
Steel Institute, declined a bit to 
69.1 per cent of capacity, compared 
with 70.1 per cent in the preceding 
week, 69.09 per cent for all of April, 
and 43.4 per cent in the same week 
a year ago. As long as new com- 
mitments by automotive and rail- 
road interests continue, and while 
orders from agricultural, container, 
and household equipment manufac- 
turers remain near present levels, 
there is little likelihood that the 
steel ingot rate will move very far 
below the present high level. 

* * * 

Dairy farmers’ cash income 
for the first three months of 1936 
increased $24,000,000 over the cor- 
responding period a year ago, 
the Milk Industry Foundation an- 
nounced recently. The foundation 
reported that, as the largest single 
source of farm income, milk put 
$323,000.000 in farmers’ pocket- 
books during January, February and 
March—a new high since 1932. 

* * * 

The decidedly unfavorable 
wheat crop outlook in mid-April has 
changed so that now there appears 
to be a fair prospect for a good 
crop. The long awaited rains, which 
began late in April and have con- 
tinued this month, have given the 
crop a,new lease on life in many 
sections. The Department of Agri- 
culture reports a winter wheat crop 
of 463,708,000 bushels this year, in- 
dicated from May Ist conditions. 
Production last year was 433,447,- 
000 bushels and the 1928-32 aver- 
age, 618,186,000. Indicated produc- 
tion of rye was reported as 35,253,- 
000 bushels, compared with 57,- 
936,000 last year and 16,045,000 
two years ago. Winter wheat con- 
dition May Ist was 67.0 per cent of 
normal, compared with 68.5 on 
April Ist this year, 75.3 on May Ist 
last year, and 81.2, the 1923-32 
average. 

* * * 

Freight traffic in the United 
States in the May 2nd week showed 
a slightly more than seasonal in- 
crease, to the second highest level 
of this year. The total for the week, 

(Continued on page 80) 











Alabama Association Endorses 


Institute of Fair Competition 





JOHN G. WHITE 


Retiring President 


EEPING in step with the 

theme of the meeting- 

“Causes and Cures of To- 
day’s Competition,” the Retail Hard- 
ware Association of Alabama, Inc.. 
adopted a resolution endorsing the 
American Institute of Fair Compe- 
tition during its third annual con- 
vention and exhibit held at the Bat- 
tle House Hotel, Mobile, on May 5 
to 7 inclusive. Prior to the associa- 
tion’s action the activities of the In- 
stitute had been outlined by H. M. 
Swain, vice-president, Irwin Auger 
Bit Co., Wilmington, Ohio, and 
when the resolutions committee of- 
fered the resolution endorsing the 
Institute it was unanimously adopt- 
ed by the 200 members present. 

U. G. White, of U. G. White 
Hardware-Supply Co., Athens, was 
elected president of the association 
to succeed John G. White, Union- 
town. Other officers named were: 
B. H. Matthews, Camden, vice- 
president; M. J. Brooks, Bessemer, 
vice-president; L. T. Rutland, Ever- 
green, vice-president. J. H. Crowe, 
Birmingham, was re-elected secre- 
tary and treasurer. Birmingham ex- 
tended an invitation for the asso- 
ciation’s 1937 convention, but the 
matter was referred to the executive 
committee for later action. 

The highlight of the opening day’s 
session was the address of C. J. 
Whipple, president, Hibbard, Spen- 
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U. G. WHITE 


New President 


J. H. CROWE 


Secretary-Treasurer 


cer, Bartlett & Co.. Chicago. 
Speaking of “Planned Merchandis- 
ing.” Mr. Whipple said the greatest 
enemy of the independent retail 
merchant is his aversion to change 
and good old-fashioned hard work. 


Competition Can Be Met 


“Experience of the past two or 
three years has demonstrated very 
effectively that retail price compe- 
tition can be met where a dealer is 
willing to work closely with a job- 
ber who is able to fyrnish the nec- 
essary merchandising helps,” Mr. 
Whipple said, “It means, however. 
that there must be a change in atti- 
tude on the part of the dealer. He 
must buy with the idea of selling 
rather than with the idea of ‘chisel- 
ing’ an extra concession. He must 
be willing to revise his store lay- 
out and his selection of merchandise 
to conform with present day stand- 
ards.” 

Jeff Beeland, Greenville, vice- 
chairman of the Consumers’ Anti- 
Sales Tax Association of Alabama, 
spoke on “How Team Work Beat 
the Sales Tax.” Referring to the 
recent defeat of the sales tax bill 
in the Alabama legislature, he prais- 
ed the work of the retail hardware 
men in uniting their efforts against 
the proposed levy. 

Confining his talk mostly to sales- 
men, Ralph Carney, sales manager. 





Coleman Lamp & Stove Co., Wichita, 
Kan., gave a dramatic sales talk on 
a “Lesson In Selling.” Using an 
electric iron as the basis of his talk 
he showed the dealers how to meet 
the situation brought about by chan- 
nels of competition whose main 
weapon is that of price. “There is 
no doubt that we are in, and have 
been, in a ‘price market’ for some 
period of time. No one knows how 
long it is going to last. The appeal 
of price has been so strong that 
many dealers have been discour- 
aged and have forgotten that price 
is not alone the only factor in the 
selling of merchandise. No one 
makes money on cheap merchan- 
dise. the consumer ultimately dis- 
covers he has made a poor pur- 
chase. and. of course, from a mer- 
chandising standpoint, every sale of 
cheap merchandise kills the market 
in that home for a good one, for a 
period of time,’ Mr. Carney ex- 
plained. 

The convention was brought to a 
close with a talk on “Planning For 
Profit.” by R. L. Bidez, vice-presi- 
dent. McGowin-Lyons Hardware & 
Supply Co., Mobile, in which he 
recommended the following three- 
point merchandising program—Ade- 
quate Organization, Business Analy- 
sis, Concentration. He said by de- 
voting attention to planning “our” 
business operations on this program 
“we” will at least be able to hold 
“our” own in the face of today’s 
competition. 

Another important feature of the 
business sessions was the question 
box conducted by George M. Gray. 
secretary, Ohio Hardware Mutual 
Insurance Co. Mr. Gray also made 
a talk at the opening session on 
“What Is In Your Fire Insurance 
Contract?” 

Other speakers were Rivers Peter- 
son, editor. Hardware Retailer, Indi- 
anapolis. Ind., and E. J. Murrav. 

During two of the entertainment 
sessions “Curly” Moulton, of the 
American Fork & Hoe Co., one of 
the country’s leading tournament 
casters, did his stunts with the rod 
and reel. 

District directors named were: 

(Continued on page 70) 
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Santa Claus! 


When the agency salesman tells you some- 
thing that isn’t obviously stated in the con- 
tract, turn him down. Look for the real 
agreement in pin-point type set in an ob- 
scure place on one of the papers in the deal. 


ARDWARE stores are 
H considered fine prospects 

by the collection racket- 
eers whose salesmen travel the 
country soliciting uncollectible 
accounts. The racketeering col- 
lection agency masquerades, in 
one disguise or another, as an 
accounts purchasing or discount 


company. 
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Its salesmen offer to buy the 
accounts under a purchasing plan 
through which the store manage- 
ment receives a proportionate per- 
centage of their face value de- 
pending on their age. About 30 
days will be required to verify 
the accounts and to complete the 
purchase offer, so the salesman 
says. The contract seems to 
check with his statements, but 
tricky wording obscures its in- 


tent. Actually, it gives the com- 





pany the privilege to purchase 
some or all accounts if, in its 
opinion, the debtors are good 
risks or can furnish acceptable 
collateral. It doesn’t obligate the 
company to pay a nickel. 


Greasing the Skids 


The accounts purchase or dis- 
count offer sweetens the propo- 
sition sufficiently to make it easy 
to get the accounts for collection 
at exorbitant rates. Once the con- 
tract is signed and the accounts 
turned over, the store manage- 
ment can hope for little more 
than a dole as its share of the 
collections. 

Beware of such _ collection 
racketeers and their promises to 
buy accounts for immediate cash. 
Their purchase plan is mere bait 
to snare the accounts. Their con- 
tract doesn’t back up the sales- 
man. Often the real agreement 
is printed in pin-point type on 
the back of a sheet used for list- 
ing accounts or is given seeming 
unimportance by means of other 
camouflage. After the contract is 
signed, it is useless to demand 
settlement on the basis of the 
salesman’s promises. The agree- 
ment invariably harbors a clause 
refuting all representations not 
made therein. 

Examination of contracts used 
by these collection racketeers 
shows that they are drawn on a 
heads-I-win-tails-you-lose basis. 
with the creditor on the short end. 
Service fees vary from 50 cents 
to $2 an account, whether col- 
lected or not, and may entirely 
eat up equities in small accounts 
or part-payment collections after 
commissions are deducted. The 
salesman, of course, says nothing 
about this. 

Assignment of accounts, which 
these contracts call for, divests 
the creditor of their control for 
a year or more; and if accounts 
are withdrawn or dropped dur- 
ing that period, commissions are 
due the company. Commissions 
(Continued on page 78) 
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McKINNEY MFG. CO., PITTSBURGH, PA. 
MAKES CHANGES IN EXECUTIVE STAFF 


Two important executive 
changes were made on March 
first by the McKinney Manufac- 
turing Co., makers of butts, 
hinges, garage hardware, forged 
iron builders’ hardware and other 
forged iron products, Pittsburgh, 
Pa. 





H. N. CAMPBELL, JR. 


R. F. McClure was named 
treasurer and general manager. 
Mr. McClure was formerly con- 
troller of the company and has 
been associated with McKinney 
for the past eight years. He is 
a certified public accountant, and 
a member of the American In- 
stitute of Accountants and of 





R. F. McCLURE 


the American Management Assn. 
Prior to his affiliation with the 
firm he was engaged in profes- 
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sional accounting and efficiency 
work. 

H. N. Campbell, Jr., became 
vice-president of the company 
and will be in charge of all sales 
of McKinney products. Mr. 
Campbell has been with the firm 
for the past 16 years and has 
served many departments of the 
company in varying capacities. 
In his new position he expects 
to devote part of his time to 
making personal calls on the 
trade. 


REHM HARDWARE CO. 
IN ITS 70TH YEAR 


Seventy years ago shortly after 
the close of the Civil War, An- 
drew Rehm left the family farm 
to enter business in Chicago 
where in 1866 he established a 
small retail store. The business, 
now the Rehm Hardware Co., 
has since become one of the lead- 
ing wholesale concerns serving 
Chicago and its vicinity. 

The store was opened in a 
district about two miles from 
the present loop and just beyond 
the 1871 fire line. Here Andrew 
Rehm was shortly joined by two 
younger brothers, George and 
Daniel, and the business began 
to grow under the firm name of 


Rehm Brothers. 


It was during the Chicago fire 
that they were enabled to render 
a great service to the unfortunates 
in supplying their home needs. 
Much of the business during that 
time was, of necessity, done on 
credit and the promised word was 
rarely, if ever, abused. 


The retail business grew some- 
what slowly but safely and the 
firm began wholesaling at about 
the time of the World’s Fair in 
1893. In the year 1904, the busi- 
ness was incorporated under its 
present name with George and 
Daniel Rehm and several others 
in their employ as incorporators. 
Andrew Rehm had withdrawn. 
The elder Rehms have since 
passed away but lineal de- 
scendents together with others 
who have been with the com- 
pany for more than 40 years are 
still active. The company is lo- 





cated today at Blue Island Ave. 
and Fifteenth St., Chicago. 


CORBIN CABINET LOCK 
APPOINTS RUTHEMEYER 


Louis H. Ruthemeyer has 
been appointed representative for 
the Corbin Cabinet Lock Co., 
New Britain, Conn., in Ohio and 
western sections of New York and 
Pennsylvania, succeeding R. M. 
Cruise. Mr. Ruthemeyer was for- 





L. H. RUTHEMEYER 


mérly vice-president and man- 
ager of the builders’ hardware 
department of the Cassidy Hard- 
ware Store, Covington, Ky., and 
has been identified with the 
hardware business for 16 years. 


HORTON MFG. APPOINTS 
LEWIS, GEN.-MGR. 


A. H. Peters, general man- 
ager, and William T. White, 
general sales manager, of the 
Horton Manufacturing Co., Fort 
Wayne, Ind., manufacturer of 
washing machines, have severed 
their connections with the com- 
pany. J. C. Lewis has been ap- 
pointed general manager by the 
board of directors. 


Mr. Peters is now associated 
with the American Ironing Ma- 





chine Co., Algonquin, III. 


CHANDLER & FARQUHAR 
STAGE EXPOSITION 


More than seven thousand per- 
sons, over 1200 each day, at- 
tended the exposition of fine 
mechanics’ tools and mill sup- 
plies, held May 5 to 9 inclu- 
sively, on the main floor and 
basement at 238 Devonshire St., 
Boston, by Chandler & Farquhar 
Co., distributor of industrial sup- 
plies, 260 Devonshire St. This 
was the first exposition of its 
kind to be held in Boston for 
several years. Everything new 
in tools was displayed and 
demonstrated. 

All of the forty exhibitors were 
highly enthusiastic in regard to 
the exposition at which many ac- 
tual sales took place on the spot. 
One of the firms transacted $800 
worth of business in one day. 
Every electrical tool was shown 
in operation, under charge of a 
representative from the factory. 
A musical entertainment was 
presented each evening. 

The Chandler & Farquhar ex- 
position committee was composed 
of Walter A. Dow, vice-president 
and director; Walter E. Currier, 
sales manager, and James F. 
Donahue, comptroller. 

The company gave a banquet 
Thursday, May 7, at the Boston 
Chamber of Commerce to execu- 
tives of companies exhibiting, at 
which 26 were present. The 
firm’s president, H. B. Brande 
served as host. 


NAME MORRISON 
TREAS. TOWNLEY CO. 


E. R. Morrison, chairman of 
the board of directors of the 
Townley Metal & Hardware Co., 
Kansas City, Mo., has been 
named treasurer of the company, 
succeeding William M. Ferguson. 
Mr. Ferguson remains on the 
board of directors. 


The E. Ellard Hardware Co., 
of Birmingham, Ala., has moved 
to a new location at 8305 First 
Ave. N. 
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JERSEY ASSOCIATIONS 
HEAR BIG GAME HUNTER 


Members of the North Jersey 
Hardware & Supply Assn., meet- 
ing jointly with the Jersey Shore 
Assn., for a dinner meeting at 
the Colonial Country Club, Rah- 
way, N. J., on May 12th, heard 
Gus Peret, crackshot, big game 
hunter and sales promotion man- 
ager of the Peters Cartridge Di- 
vision of The Remington Arms 
Co., relate some of his very in- 
teresting experiences while hunt- 
ing wild game in Africa. Mr. 
Peret also exhibited movies of 
his African hunting expeditions. 

The meeting was the first of a 
series of such group gatherings 
to be held by the Pennsylvania 
and Atlantic Seaboard Hardware 
Assn., with which organization 
the Jersey associations are af- 
filiated. 

W. Glenn Pearce, managing 
director, PASHA, conducted the 
meeting, and made a short talk, 
in which he emphasized the im- 
portance of better salesmanship 
by retail hardware salesmen. 


| 








| E. C. ATKINS AND CO. MAKES EXECUTIVE CHANGES 





E. C. ATKINS 


Elias C. Atkins has become 
first vice-president of E. C. At- 
kins & Co., Indianapolis, Ind. 
He attended Yale College and 
served overseas as first lieutenant 
in the World War. He is mar- 
ried and has two children. 








H. C. ATKINS, JR. 


Henry C. Atkins, Jr., is now 
superintendent, succeeding his 
brother, Elias C. Atkins. He 
attended Williams College; is 
married and has two children. 

Keyes W. Atkins succeeds the 
late N. A. Gladding as sales 





CHICAGO RETAIL HARDWARE ASSOCIATION 
ELECTS OFFICERS AT ANNUAL MEETING 


Roland H. Popken, Oak Park, 
Ill., was elected president of the 
Chicago Retail Hardware Asso- 
ciation at its annual meeting, 
held Friday evening, May 8, at 
the Merchandise Mart, Chicago. 
Approximately 200 dealers at- 
tended. Ronald G. Dix, Chicago, 
was elected vice-president and 
J. C. Amis was reappointed sec- 
retary-treasurer for the eighth 
consecutive term. 

James Cihak, Cicovsky & Sons, 
and Oscar Fisher, both of Chi- 
cago were elected directors for 
a term of three years. The fol- 
lowing are members of the board 
of directors: Frank J. Horky, 
chairman of the board; Frank J. 
Vysa, and H. D. Crook, whose 
terms expire in 1937; and Henry 
J. Paulus, and Peter De Caro, 
whose terms expire in 1938. All 
are of Chicago. The advisory 
committee consists of the follow- 
ing past presidents of the asso- 
ciation: W. H. Hishon, Calumet 
City, [ll.; Frank J. Kozelka, Chi- 
cago, and Herbert Woolley, Chi- 
cago. 

The regular business session 
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was conducted by Frank J. 
Horky, retiring president and 
there was a lively discussion on 
the subject of “direct selling” by 
manufacturers and wholesalers; 
an issue with which the Chicago 
Retail Hardware Association is 
working on in conjunction with 
other retail trade associations un- 
der the name of The Council of 

















K. W. ATKINS 


manager and is vice-president in 
charge of sales. He attended 
Yale University, Sheffield Scien- 
tific School and served in the 
World War as a private. He is 
married and has one child. 





At the left is Roland H. Popken, new president of the Chicago 
Retail Hardware Assn. and with him is the retiring president, 
Frank J. Horky 


Retail Trade Associations. It 
was the consensus of all the 
merchants present that this un- 
ethical practice be eliminated in 
so far as possible and the work 
be further fostered by this as- 
sociation. 

President Horky made his an- 
nual report which showed that 
the association had been very ac- 
tive during the year 1935-36 and 





that numerous services had been 
performed for the dealer. Sec- 
retary Amis then read the Certi- 
fied Public Accountant’s report 
in full, which showed that the 
association was in excellent finan- 
cial condition and had made con- 
siderable gain during the year. 
Refreshments were served after 
the meeting and a good time was 


had by all. 
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HARDWARE MEN WIN MAJOR PRIZES 
IN BASEBALL WEEK WINDOW CONTEST 


L. E. Summerton, display man- 
ager of Sauer’s Department and 
Hardware Store, 3224 Summer 
Ave., Memphis, Tenn., won first 
prize of $50 in the National 
Kaseball Week window display 
contest sponsored by the Sport- 
ing Goods Dealer. J. B. Bouck- 
hout, Jr., of the San Jose Hard- 
ware Co., San Jose, Cal., was 
awarded second prize and Bob 
Humphrey and Bill Burke, of 
the Morehouse & Wells Co., 
wholesale and retail, Decatur, 
Ill., were joint winners of the 
third prize. 

Hardware men also captured 
fourth, sixth, seventh, and eighth 
prizes; three qualified as run- 
ners-up and seven received 
honorable mention. They were 
Glenn K. Benard, Black & Co., 
Decatur, Ill.; T. J. Poitras, Mor- 
ley Bros. Saginaw, Mich.; 


Stewart Fillingham, George W. | 


Hubbard Hardware Co., Flint, 
Mich.; George C. Davis, Stubbs 
Ilardware Co., Savannah, Ga.; 
John D. Randall, J. Herbert Sea- 
vey Co., Dover, N. H.; Luther 
Ilarbin, Gadsden Hardware 
Co., Gadsden, Ala.; 
Hauber, Maxwell Hardware Co. 
‘College Branch) Berkeley, 
Cal.; J. J. Moreau & Son, Man- 
chester, N. H.; Jacobs Store, 
Flint, Mich.; Hubbard Hardware 
Co., Blytheville, Ark.; and Ralph 
Olson of the Harper & McIntire 
Co., Ottumwa, Iowa. 

Week 


which 


National Baseball is a 


promotional event has 
Leen conducted annually for al- 
most two decades. It is designed 
to signalize the official opening 
of the sand lot baseball playing 
season and get sales of baseball 


equipment moving. Reflecting 
the general upswing in retail 


husiness, dealer participation was 
more widespread this year than 
at any time within the current 
diecade, the sponsors of the event 














report. 

FLORIDA 
The Fisher-Stinson Hardware 
Co., Panama City, Fla., opened 
for business April 29 with a 
complete and modern line of 
hardware. 

GEORGIA 


John A. Goforth opened the 
Goforth Hardware on S. Main St., 
Gainesville, Ga., a few days after 
the April tornado. 
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MAINE 


The Moze Automotive store in | 


the Maurice P. Merrill block on 
Water St., Skowhegan, Me., has 
been completely renovated and 
remodeled and in addition 
automotive supplies will deal in 
hardware, paints, oil burning 
equipment and _ electrical 
plies. 


to 


sup- 


MASSACHUSETTS 


| 





Hiram W. Colton, Arlington, | 


Mass., has sold his business, the 
Menotomy Hardware Co., 665 
Massachusetts Ave. The business 
will henceforth be known as 
Arlington Hardware, Inc., 
Robert 
new company. 


MICHIGAN 
S. J. Budro of Rockford, Mich., 
has purchased the store building 
and hardware and furniture stock 
of the Clare Hardware & Furni- 


| ture Co., Clare, Mich. 


George F. | 












O. E. Goodyear, formerly of 
the Goodyear Brothers Hardware 
Co., Hastings, Mich., and who 
recently sold his interest in the 
business to David Goodyear, his 


and | 


E. Kneupfer heads the | 





cousin, has purchased the Weis- | 
sert Brothers Hdwe. Co., of that | 


city. 


OHIO 


Gene and Lee Heckler have 
purchased the entire stock of the 
Fortman-Heckler Hardware Co., 
Celina, Ohio, and for the present 
will continue to operate the busi- 
ness under the same name. The 


store will continue to handle the | 


same hardware lines and do tin 
work. 


The Gerig Hardware & Roof- 
ing Co., Creston, Ohio, has been 
granted a charter. Incorporators 
are: Ruth E. Gerig, Teresa P. 
Landers and E. B. Gerig. 


O. F. Abbott has” purchased 
the hardware store which has 
been operated and owned by C. 
W. Arner for the past 36 years 
in Clyde, Ohio. Mr. Abbott will 
increase the hardware stock and 
also add a line of radios and 
electrical appliances. 


C. Figley and Junius Roude- 
bush recently purchased the com- 
plete stock and fixtures of the 


| goods 





E. D. Knox hardware at Saline- 
ville, Ohio. 


PENNSYLVANIA 
The Paul J. Devitt hardware 
of Philadelphia, has _ recently 
opened a third store at the cor- 
ner of First Ave. and Harmony 


St., Coatesville, Pa., formerly 
occupied by its predecessor, 
Pownall hardware. In addition 


to regular hardware lines, the 
store will stock farm equipment 
and supplies. 


H. G. Lake is moving his hard- 
ware and farm implement busi- 
ness in Montrose, Pa., from the 
former Cooley & Son block to 
the Lake Bldg. on South Main 


Frank Diehm will open a hard- 
ware store in the Weiss and 
Oberson Bldg., Mauch Chunk, Pa. 
The Richlin Hardware Co. will 
open for business at 6 East Third 
St., Williamsport, Pa. 


SOUTH CAROLINA 
The Holman - Cullum - Crouch 
Hardware Co., Saluda, S. C., is 
moving into more spacious quar- 
ters across the street. 


TEXAS 
The Frey Hardware and Im- 
plement Co., George West, 


Texas, has moved from its for- 
mer location to the Owens Bldg., 
on West Houston St., there. 


, VERMONT 
White Co., sporting 
and the W. E. 


Inc., hardware, 


Harry L. 
store, 
Co., 
paints, and sporting goods firm 
of Burlington, Vt., have consoli- 
dated. The White Co. will move 
its stock to the Greene company’s 
store at 102 Church St. 


Greene 


WISCONSIN 


Roy E. Thomas has purchased 
the Frank C. Berryman hard- 
ware store in Dodgeville, Wis., 
and has taken immediate pos- 
session of the business. 


Jerome Schumacher has _pur- 
chased the John Meehn hardware 
store at Stockbridge, Wis., and is 
remodeling the premises and add- 
ing to the stock. 





OBITUARY 


T. H. IRVIN 


T. H. Irvin, retired hardware 
merchant of Walnut, IIl., died 
May 6 as a result of injuries re- 
ceived in a fall at his home. 








GEORGE A. DETTMER 


George A. Dettmer, 45, hard- 
ware merchant of Cincinnati, 
Ohio, passed away recently of a 
heart attack while bowling. He 
entered the employ of Chris Wer- 
ner, hardware merchant, in 1910. 
Three years later he took over 
the business and it became the 
Dettmer Hardware Co. The store 
at 1211 Vine St. was established 
73 years ago by Mr. Werner. He 
was an active member of the 
Cincinnati Hardware Club, the 
Keystone Hardware Club, and 


the Central Vine Street Mer- 
chants’ Assn. His widow sur- 
vives. 


ERWIN E. SCHMID 


Erwin E. Schmid, 60, associ- 
ated for many years in the 
hardware firm of Muehlig & 
Schmid, Ann Arbor, Mich., died 
suddenly at his home there May 
5 of a heart attack. He became 
a partner in the firm in 1895 
when his father purchased an 
interest in the company and was 
active until retiring in 1928. He 
was prominent in civic and 
school activities and a director 
of the Ann Arbor Savings & 
Commercial Bank. His widow, 
one daughter, and a son survive. 


GEORGE T. HOPKINS 

George Thomas Hopkins, 
owner and manager of a hard- 
ware store at Marshall, Mich., for 
more than 35 years, passed away 
at his home recently following a 
long illness. 


JAMES HENRY WALL 


James Henry Wall, 80, veteran 
hardware traveling salesman, 
died May 5 at his home, 1233 
Madison Ave., Memphis, Tenn. 
For many years he called on the 
hardware trade in that state for 
leading concerns. His widow 
survives. 


THEODORE L. GREEN 


Theodore L. Green, 66, travel- 
ing representative of Pidgeon- 
Thomas Iron Co., Memphis, 
Tenn., for 26 years, passed away 
at his home there. He came to 
Memphis in 1901 as superinten- 
dent of the Florence Pump and 
Lumber Co. He is survived by 
his widow, two sons and three 
daughters. 


HARDWARE AGE 
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The Rotomatic Silverchrome ’ The Ray-O-Vac Copperlite 
Flashlight Retails at $1.25 Flashlight Retails for $1 


Deal includes Free Dis- Deal includes Colorful 
play above, 6 Rotomatic | Display, 6 Copperlites, 
Flashlights, 48 Ray-O- | 48 Ray-O- Vac Long- 
Vac Long-Life Cells-- Life Cells -- Costs you 
Costs you $7.40--Sells \ $6.40 --Sells for $9.60 
for $11.10--Profit $3.70 \ -- Profit $3.20 


Batteries and Flashlights 
RAY-O0-VAC COMPANY 


Formerly FRENCH BATTERY COMPANY 
MADISON - == > - «+ + WISGONSIN 


MAY 21, 1936 





WM. H. BALDWIN NOW ACTIVELY AFFILIATED WITH 
WARWOOD TOOL CO., WHEELING, W. VA. 


William H. Baldwin, who for 
some time has been substantially 
interested in the Warwood Tool 
Co., manufacturers since 1854 of 
general forged, railway track, 
and coal mining tools, Wheeling, 
W. Va., has become actively af- 
filiated with the company as 
vice-president and treasurer, 
being associated with John A. 
Moore, president and general 
manager, who has managed the 
company’s affairs for more than 
40 years. 

Mr. Baldwin’s father, the late 





W. H. BALDWIN 


Frank M. Baldwin, in 1910, or- 
ganized the Baldwin Tool Works 
of Parkersburg, W. Va., which 
was absorbed by the Ames-Bald- 
win-Wyoming Company consoli- 
dation in 1931. 

Graduating from Yale Univer- 
sity in the Sheffield class of 
1915, Mr. Baldwin after being 
discharged from the army in 
1919, entered the employ of the 
Baldwin Tool Works. Upon the 
death of his father in 1926, he 
was elected president and treas- 
urer of the Works, and con- 
tinued in that capacity until the 
above mentioned merger was ef- 
fected. From that time until 
July 1, 1935, when he resigned 
to become actively identified 
with the Warwood Tool Co., he 
served the Ames-Baldwin-Wyom- 
ing Co., as plant manager and 
in various other capacities. 


REPUBLIC STEEL CORP. 
MAKES APPOINTMENTS 


L. L. Caskey has been ap- 
pointed district sales manager 
for the Republic Steel Corp., 
Cleveland, in the Philadelphia 
territory, succeeding J. B. De 
Wolfe, who has been transferred 
to the general offices in Cleve- 
land to assist George E. Totten, 
manager of sales of the Tin Plate 
Division. 

J. W. Braffett, for the past 


seven years Detroit representa- 
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tive of the Oliver Iron and Steel 
Corporation, has joined the De- 
troit sales staff of Republic Steel 
Corp., Upson Nut Division, lo- 
cated in the Fisher Building. 
The New York district sales 
office has opened a new sub office 
in the State Bank Bldg., Albany, 
New York, with J. M. Higin- 


betham, salesman in charge. 


BERGER, GEN. SALES 
MGR. FOR CROSLEY 


Thomas W. Berger has been 
named general sales manager of 
The Crosley Radio Corp., Cin- 
cinnati, Ohio. He was sales 
manager of the Vacuum Cleaner 
Co., Cleveland, following which 
he entered the distribution field 
in Philadelphia, and for seven 
years managed the appliance di- 
visions of the Philadelphia Elec- 
tric Co. He was also chairman 
of the Merchandising Bureau of 
the National Electric Light Assn. 
for two years. Prior to joining 


! 





Crosley, he was president of the | 


Prima Manufacturing Co., Sid- 
ney, Ohio. 


HAMILTON BEACH ADDS 
TO PRESENT PLANT 


An entire new wing, covering 
36,000 square feet, has been con- 
structed to the plant of the 
Hamilton Beach Co., Racine, 
Wis., manufacturer of iceless ice 
cream freezers, vacuum cleaners 
and soda fountain equipment. 
The new structure is three stories 
high and-will be used exclusively 
for the manufacture of electric 
motors. It will contain the most 
modern equipment available. 


IRWIN AUGER BIT CO. 
NAMES REPRESENTATIVE 


W. H. Olden has become as- 
sociated with The Irwin Auger 
Bit Co., Wilmington, Ohio, as 
representative to the automotive 
trade on screw drivers in In- 
diana, Ohio, Kentucky, and West 
Virginia. He was formerly with 
the E. A. Kinsey Co., Cincin- 
nati, Ohio. 





| 





MacCOY SALES BUYS 

ZIP-ALL PRODUCTS 
MacCoy Sales Co., Inc., 14 
Warren St., New York City, has 
bought out the line of Zip-All 
Scrapers and Blades of the G. 
E. Camp Corp., 127 E. 28th St.. 
New York City, including thei: 
three basic patents on wood 
scrapers and blades and also the 
registered trade mark, “Zip-All.” 
MacCoy Sales will operate as ex- 
clusive national distributor from 


its New York office. 





ROYAL ELECTRIC CO. 
ACQUIRES NEW PLANT 


The Royal Electric Co. has ac- 
quired and occupied on May 1 a 
new, larger, and modern factory 
at 95 Grand Avenue, Pawtucket, 
R. I., where all offices and manu- 
facturing divisions have been 
centralized. All Royal products 
formerly made at Avon, Mass., 
and East Providence, will be 
manufactured at this plant. The 
products include Royal crystal 
plug fuses, Royal handle cart- 
ridge fuses, insulated electrical 
wire, and the Royal decorative 
lighting line. 





TRAVELING TRAILER OF FONES BROTHERS HDWE. CO. 


A fully equipped trailer for 
giving dealer and consumer 
demonstrations of Westinghouse 
household appliances and At- 
water Kent radios has been in- 
strumental in stimulating the 
demand and an excellent ad- 
vertising medium for the Fones 
Brothers Hardware Co., Little 
Rock, wholesale firm and dis- 
tributor of those products. 

In the larger towns where 
emphasis was placed on dealer 
prospects and consumer demon- 
strations, increased volumes on 
lines represented were obtained 
and dealers were influenced to 
carry more complete lines of 
electrical equipment. In_ the 
smaller towns, numerous in- 
quiries about the articles on 
display and requests for infor- 
mation on other items carried by 
the company were received. A 
method of direct advertising, 
otherwise hard to obtain, was 





also provided. The company has 
noted an increase in its over-all 
volume and is daily receiving 
requests for return trips. 

The trailer is managed by 
distributor specialty salesmen, 
the manufacturer’s representa- 
tive, and one colored chauffeur 
and is operated strictly on sched- 
ule. All dealers of major ap- 
pliances are notified in advance, 
with a suggested program to fol- 
low, consisting of advertising 
through local newspapers, hand 
pills, etc., for the general public 
and personal invitations by the 
dealer to good prospects on major 
appliances for demonstrations at 
certain hours, which will enable 
the specialty salesmen to give 
the best prospects a more per- 
sonal demonstration. 

When a town is visited, usually 
the smaller towns where Fones 
Brothers do not have an exclu- 
sive dealer, the trailer stops in 





STIMULATES DEMAND FOR APPLIANCES AND RADIOS 


front of the most logical outlet 
for the line, and the chauffeur, 
who is dressed in white cap and 
coat, opens up and checks the 
electrical connections, etc., while 
one of the specialty salesmen 
stands by for dealer presenta- 
tions. The second specialty sales- 
man contacts all dealers and 
prospective dealers and accom- 
panies them to the truck for 
demonstration. 

The coupe which draws the 
trailer is painted gold or bronze 
to represent the Golden Jubilee 
Models of Westinghouse refrig- 
erators, special models manufac- 
tured this year by Westinghouse 
to commemorate its 50th anni- 
versary. Inside the trailer is a 
complete line of household ap- 
pliances and Atwater Kent 
radios, which are connected to 
electrical circuits and demon- 
strated to the public in front of 
the dealer’s place of business. 





This trailer, fully equipped with a complete line of Westinghouse household appliances and 


Atwater Kent Radios, was recently utilized by Fones Brothers Hardware Co., Litt 


Rock, Ark., 


for a two weeks’ tour, during which dealer and consumer demonstrations were given. 
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DISPLAY THEM 


IN YOUR WINDOW «- 
ON YOUR COUNTER 


AN 
ACCO CHAIN 


FOR EVERY PURPOSE 


EL-WEL-TRA TRACE CHAINS 
HEEL AND BUTT CHAINS 
WAGON CHAINS 
BREAST CHAINS 
HALTER CHAINS 
DOG CHAINS 


PLUMBER AND SAFETY 
CHAINS 


TIRE CHAINS 
TOWING CHAINS 
COIL CHAINS 
GENERAL PURPOSE CHAINS 
REPAIR AND LAP LINKS 
SASH CHAINS 

















































































@ Dog runners, dog leads and sash chain are good items 
to display at this time. They take very little space but 


WELL CHAINS 

they attract many a customer who needs only to be re- HOOKS, COLD-SHUTS 
minded that he does need some new chain. ee TIE OUTS 

The American Chain Company, Inc., has alwaysmade “og COW TIES 
a complete line of fine chains to cover every requirement. STEEL LOADING CHAIN 
Acco Chains are put up in attractive packages. American } LOG OR BINDING CHAINS 

PORCH SWING CHAINS 

er Acco specialties which are easily sold when displayed. aati CHAINS 

Your jobber carries a full line of Acco Chains. You can WEED 


Bull Farm Tractor Chains 
For Low Pressure Tires 
KEEP TRACTORS MOVING 


ACCO Zuckaged CHAIN 


easily make a profit-building display of Acco products, as 
they are packed in neat fiber cartons or clean, new bags. 


AMERICAN CHAIN COMPANY, Inc. 
BRIDGEPORT, CONNECTICUT 


In Business for Your Safety 
World's Largest Manufacturers of Welded and Weldiless Chain 


sash chain, swing chains, tie-outs and halter chains are oth- 
em 
Se 
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HARDWARE 
BRIEFS 








TEXAS 


T. J. McMillan of Hillsboro has 
purchased the former Nash and 
Westbrook Co. stock and plans 
to open the business in its old 
location at the corner of Texas 
Ave. and North Commerce St., 
Mart, Tex. The new firm will 
be known as the McMillan Hard- 
ware Co. 


The Country Store of Nacog- 
doches, Tex., has opened a 
branch store in Douglas, that 
state, to operate as Country 
Store No. 2, carrying a complete 
line of hardware, farm imple- 
ments, etc. T. H. Muckleroy 
will be in charge. 





SOUTH CAROLINA 


The Brezeale Hardware store 
has been opened in West Green- 
ville, S. C., with Ivey Brezeale 
as proprietor. He will carry a 
general line of hardware. 


A. J. Eddings, for the past 
four years connected with the 
Barringer Hardware Co., Dar- 
lington, S. C., has left for Cam- 
den, S. C., where he has been 
appointed manager of the com- 
pany’s store there. 


WEST VIRGINIA 


Ralph E. Fulton of Washing- 
ton, Pa., is the new manager of 
the Wellsburg Park’s Hardware 
store, Wellsburg, W. Va. 

The Moundsville Hardware 
store has been opened at 250 
Jefferson Ave., Moundsville, W. 
Va. The new store will be a 
branch of the Spero Hardware 
Co., Bellaire, Ohio, and _ will 
carry a complete line of hard- 
ware and electrical home appli- 
ances. C. L. Meager will be 
manager. 


WISCONSIN 


Henry A. Heyer, proprietor of 
a hardware store in Daricn, Wis., 
for the past 12 years, has sold 
his business to H. F. Luhring, 
proprietor of hardware stores in 
Union, and Fox Grove, Ill., and 
Whitewater, Wis. 


FLETCHER, TERRY MOVES 
CHICAGO QUARTERS 


The Chicago office of The 
Fletcher, Terry Co., Forestville, 
Conn., manufacturer of glass cut- 
ters and glaziers’ tools, has been 
moved from 163 W. Washington 
St. to 30 N. La Salle St. An 
adequate stock is maintained at 
that office which is under the 
supervision of T. S. Fletcher. 
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BUYING ATTITUDE OF 
N. Y. MORTGAGE COMM. 


The policy of the New York 
State Mortgage Commission with 
respect to the purchase of ma- 
terials and supplies for proper- 
ties under its control has been 
outlined by Wendell P. Barker, 
chairman of the Commission. All 
dealers are privileged to seek 
this business as all purchases are 
made solely on the basis of merit 
and price. Mr. Barker says in 
part: 

“Approximately 15,000 proper- 
ties, mostly in the Greater New 
York area, are under the eye of 
the Commission. Several thou- 
sands have come under its direct 
control or management. It was 
decided as a matter of perma- 
nent policy to continue the man- 
agement of the properties in the 
hands of those experienced in 
those matters—reputable manag- 
ing agents—and to displace no 
managing agent except for cause. 
They operate under the stand- 
ard and uniform contracts which 
prevail in their localities and the 
entire management of the prop- 
erties is entrusted to them. 

“The pressure was great, not 
only to undertake direct manage- 
ment but also a sort of central 
purchasing bureau, but the Com- 
mission has been steadfast in 
keeping its hands off materials 
and supplies. It has issued the 
strictest orders against the rec- 
ommendation of any particular 
brand or kind of material or 
supplies and against the recom- 
mendation of a particular mer- 
chant or business or business 
firm with whom the managing 
agent should do business. We 
have asked our managing agents 
to cooperate with the Commis- 
sion in this regard and dismissal 
is the result of violations of this 
rule. 

“It will do no good to attempt 
to obtain any recommendations 
or exert any influence in the 
Mortgage Commission or its ser- 
vicing unit, the Mortgage Com- 
mission Servicing Corp. There 
are no favored dealers and we 
want the business men of New 
York, whatever they sell, to 
know that in dealing with our 
managing agents they are free 
on merit and price alone to offer 
their wares. 

“Any one who claims that he 
has a favored position with the 
Commission as respects any ar- 
ticle of merchandise or that the 
Commission has or will, directly 
or indirectly recommend or per- 
mit the recommendation of any 
article or merchandise for use 
by a managing agent is guilty 
of deliberate misrepresentation. 
The unvarying rule is directly to 
the contrary and the Commis- 
sion will esteem it a favor if any 











violation of this rule is called 
to its notice. Such information 
will be treated in confidence.” 


80th ANNIVERSARY 
OF ADOLPH KASTOR 


April 14 marked the 80th 
birthday of Adolph Kastor, 
founder of the cutlery manufac- 
turing and importing firm of 
Adolph Kastor & Bros., 245 Fifth 
Ave., New York City. Since his 
arrival in this country from Ger- 
many in 1870 at the age of 14, 
he has had a long and interest- 
ing business career in which he 
secured many permanent friend- 
ships. 





ADOLPH KASTOR 


His first position in this coun- 
try was as a stock clerk in the 
hardware firm of Bodenheim, 
Meyer & Co., in which his uncle 
was a partner and where he re- 
mained until 1876 when the busi- 
ness was discontinued. Then in 
October of that year, he started 
in business for himself. 

In 1881 he traveled through 
the southern states and upon his 
return decided to specialize in 
cutlery. His brothers, Nathan 
and Sigmund, joined with him 
in the firm of Adolph Kastor & 
Brothers and later in 1888, his 
brother, August. Nathan had 
charge of operations in Germany 
while Sigmund and August vis- 
ited the trade, selling mainly to 
wholesale firms throughout the 
country. Adolph Kastor re- 
mained in New York as the man- 
aging partner. 

In the late nineties, he fore- 
suw the gradual decline in the 
import business and, while on a 
visit to Camillus, New York, in 
1902, purchased a small pocket- 
knife plant. This business he 
built up into one of the most 
prominent cutlery factories in 
the United States. Adolph Kas- 
tor and his brothers retired from 
active business in 1926. His son, 
Alfred, joined the firm in 1913 
and his son, Robert, in 1918. 





NORTH JERSEY ASSN. 
PLANS PARTY JUNE 18 


The North Jersey Hardware & 
Supply Assn. will resume its an- 
nual “Good Time” party at the 
Montclair Country Club, 203 
Valley Road, Montclair, N. J., 
on Thursday evening, June 18, 
at seven o’clock. All branches 
of the hardware trade are invited 
to the party, which will be a 
strictly informal and social af- 
fair, including an excellent beef- 
steak dinner, refreshments, and 
a complete floor show by enter- 
tainers from New York’s night 
clubs. 

Tickets for the party are $2.50 
each, and members of the com- 
mittee in charge of arrange- 
ments are: Harold L. Miller, 
Miller Hardware Co., 620 New- 
ark Ave., Jersey City, N. J.; 
Jerry Scanlon, Cook & Dunn 
Paint Co., and John Jacobus, 
well-known brush manufacturer, 
Verona, N. J. 


NESCO OPENS NEW N. Y. 
OFFICE & SAMPLE ROOM 


The National Enameling & 
Stamping Co., manufacturers of 
Nesco products, Milwaukee, Wis., 
on May 6, formally opened its 
newly completed New York City 
office and sample room in Suite 
608, at 200 Fifth Ave. 

Alfred J. Kieckhefer, presi- 
dent, and Guy C. Davis, director 
of sales, both from the com- 
pany’s Milwaukee general offices, 
were present for the opening 
ceremonies, which were super- 
vised by A. A. Bernardine, dis- 
trict sales manager in charge of 
the New York office. 

The new quarters provide ex- 
cellent facilities for displaying 
the company’s sample lines in a 
most attractive manner. 


VAN CLEEF, CHAIRMAN 
OF CHEMICAL GROUP 


Paul Van Cleef of the firm of 
Van Cleef Bros., Chicago, manu- 
facturers of Dutch Brand rubber 
and chemical products, has been 
elected chairman of the Chicago 
section of the American Chemi- 
cal Society for 1936-37. 





AMERICAN CAN CO. 
ELECTS CHAIRMAN OF 
THE BOARD 


At the May 5 meeting of the 
board of directors of the Amer- 
ican Can Co., New York City, 
W. H. Phelps, former president, 
was elected chairman of the 
board. He succeeds the late F. 


S. Wheeler. C. E. Green, for- 
mer vice-president and comp- 
troller, was elected president, 


and W. O. Starr, formerly audi- 
tor, is now comptroller. 
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Thirty million acres for 1936 . . . to be transferred to soil- 
improving crops, according to government plans. $450,000,000 
will be paid farmers for putting more land in alfalfa, clovers, 
hay and pasture grasses, and green manuring crops to be 
plowed under. Most of this acreage must be fenced hog- 
tight to fully utilize the value of these crops. 


That’s a lot of fencing . . . and a lot of business for dealers 
who go after it. Keep in touch with those farmers in your 
locality who are co-operating with the new Soil Conservation 
program. You'll find it easier to sell them RED BRAND 
fence . . . the fence that defies rust . . . lasts years longer... 
costs no more than any standard fence. 


JUST PRINTED ... a concise folder explaining the 
Soil Conservation Act. Send for FREE supply at once! 


KEYSTONE STEEL & WIRE COMPANY 
Dept. P Peoria, Illinois 
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SHARE she SUCCESS 
Modern PERFECTION 


Perfection High-Power oil range 
No. R-879 in modern cabinet 
design. One of twenty-three 


new High-Power oil stoves. 


PERFECTION 


Whe nrarh of yualtly 
Y y 


HARDWARE AGE 
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LET THE MODERN STYLING AND PROVED BURNER PERFORMANCE OF THIS 
HIGH-POWER PERFECTION SET NEW SALES RECORDS FOR YOUR STORE 


= SUCCESS STORY is being written in 
il stove history. Reports from all parts of 
the country indicate that this beautiful, modern, 
Perfection High-Power oil range, wherever dis- 
played, has been the center of interest—and 


of sales. Its striking appearance and its proved 

PERFECTION HIGH-POWER RANGE R-819-W 

“'Heat-or-Cook” range for winter heat and hot 
water, High-Power cooking all year 


performance, with the sturdy construction for 
which Perfection stoves have always been known, 
are uncovering a broad new market among cus- 
tomers ordinarily interested only in cookstoves 
using other fuels. 








Dealers report, again and again, cases where 
people who have been using stoves operated 
by other fuels have bought these smart new 
Perfection oil ranges for their modern kitchens. / 
They approve High-Power burner speed—as PERFECTION HIGH-POWER RANGE R-809 

Staggered burners, handy end shelf, “live heat” q 


fast as gas, as clean as electricity—with the oven, popular ivory and black finish 


economy of kerosene. 


Brighten-up your display of gas and electric 


stoves with this good-looking modern oil range 

by Perfection. Watch your customers’ reaction. i* a 7 
Send for the catalog showing the complete 

Perfection line. 


PERFECTION STOVE COMPANY 


P PERFECTION HIGH-POWER OIL STOVE NO. 803 
7736-B Platt Ave., Cleveland, Ohio Sturdy 3-burner flat-top stove with cabinet. 


Quality finishes in ivory and black 
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P. J. JACOBS 


P. J. Jacobs, 67, former long- 
time secretary of the Wisconsin 
Retail Hardware Association and 
a national figure in mutual in- 
surance because of his work in 
connection with the Hardware 
Dealers’ Mutual Fire Insurance 
Co. and the Hardware Mutual 
Casualty Co., passed away sud- 
denly in his sleep at his home 
in Stevens Point, Wis., April 17. 





P. J. JACOBS 


He first became identified with 
the hardware business when in 
1892 he formed a_ partnership 
with his uncle, Alois Gross in 
the retail firm of Gross & Jacobs. 
With that company he was iden- 
tified until] 1912. Meanwhile in 
February, 1909, he had _ been 
elected a director of the Hard- 
ware Dealers’ Mutual Fire Insur- 
ance Co., then operated at Ber- 
lin, Wis., by C. A. Peck, who 
was secretary of both the insur- 
ance company and the state 
hardware association. Upon Mr. 
Peck’s death in 1912, Mr. Jacobs 
took over the management of 
both organizations, moving the 
headquarters to Stevens Point. 

In August, 1914, he organized 
the Hardware Mutual Casualty 
Company. In February, 1929, 
Mr. Jacobs retired from the sec- 
retaryship of the hardware asso- 
ciation and in the same year was 
made vice-president of the Hard- 
ware Dealers’ Mutual Fire In- 
surance Co. In the former he 
continued until a year ago, and 
a few days before his death, was 
reelected a director of each com- 
pany and president of the Fire 
Insurance Co. 

Mr. Jacobs leaves his son, Carl 
N., also a director of the com- 
panies and president of the 
Casualty Co.; a son-in-law, Leo 
A. Mingenbach, vice-president 
and general manager of the Fire 
Insurance Co.; three daughters, 
Mrs. Leo A. Mingenbach, Mrs. 








children. 


EDWARD B. MODE 


Edward B. Mode, 81, presi- 
dent of the George W. Baker 
Machine Co., Wilmington, Del., 
passed away April 26, at his 
home in that city. Mr. Mode 
upon graduation from _ school 
taught for a year before becom- 
ing associated with the Kent 
Iron and Hardware Co., of which 
he was president for about 10 
years. In 1893 the firm’s name 
was changed to the Delaware 
Hardware Co. and a year later 
he resigned. In about 1900 he 
became associated with the 
George W. Baker Co. 


WILLIAM WILLMEROTH 
William Willmeroth, 46, hard- 


ware merchant of Peru, TIIl., 
passed away April 30, after hav- 
ing undergone an operation. As 
a young man he became asso- 
ciated with his father in the firm 
of Willmeroth and Trost. With 
the death of Peter Trost, Sr., a 
few years ago, Mr. Willmeroth 
became a partner in the business 
and since his father’s death had 
operated the business himself. 
He leaves his widow, twin daugh- 
ters, and a son. 


JAMES E. SMITH 


James E. Smith, 85, formerly 
a vice-president of the Simmons 
Hardware Co., St. Louis, Mo., 
for 20 years, passed away May 
2, of heart disease. Mr. Smith 
as a young man was a traveling 
salesman for the Weyth Hard- 
ware & Mfg. Co. of St. Joseph, 
Mo., later becoming associated 
with the Simmons company and 
eventually becoming elected a 
senior vice-president. 

He was also a champion of 
inland waterway transportation. 
Since 1911 when he retired from 
the Simmons Co. he had devoted 
himself to the furtherance of the 
inland waterway movement in 
this country. He was active in 
the formation of the Lakes-to- 
the-Gulf Association, the Missis- 
sippi Waterways group, and later, 
the Mississippi Valley Associa- 
tion, of which he was president 
emeritus. He was also a member 
of the Inland Water Transporta- 
tion Committee of National De- 
fense from 1917 to 1919. 

In 1901 when in St. Louis, Mr. 
Smith was made a director of the 
Louisiana Purchase Exposition 
and the next year served as honor- 
ary exposition commisisoner to 
Japan. The Mikado decorated 
him with the Order of the Rising 


OBITUARY 


[* Frederick Vetter, Mrs. Fred- 


rick C. Joerns, and seven grand- 











Sun. Returning to business in 
1905, he was elected president 
of the Business Men’s League of 
St. Louis. 

He leaves his widow, a daugh- 
ter, and a son, James E. Smith, 
Jr. 


JAMES L. McNEIL 


James L. McNeil, 49, repre- 
sentative of the Lufkin Rule Co. 
in the New York Metropolitan 
area and New Jersey, passed 
away May 5, at his residence, 





JAMES L. McNEIL 


19 Vermilyea Avenue, New York 
City, after an illness of two years. 

His entire business career had 
been spent in the hardware or 
metal industries. During the 
late war he served in the Ord- 
nance Department of the United 
States Army, following which he 
became associated with the Luf- 
kin Rule Co. in New York. He 
leaves his widow and _ two 
daughters. 


FRANCIS G. RAMSDELL 


Fyancis G. Ramsdell, 66, vice- 
president and treasurer of Jas. 
Bliss & Co., ship chandler, 220 
State St., Boston, Mass., passed 
away recently at his home in 
Marblehead, that state, after a 
brief illness. He had been asso- 
ciated with the company since 
his graduation from high school. 
His widow, a daughter, and two 
sisters survive. 





GEORGE D. RABUN 


George D. Rabun, 38, engaged 
in the hardware business at Lyons, 
Ga., died recently at his home 
there. He leaves his widow and 
a daughter. 





FRANK C. BECKER 


Frank C. Becker, president of 
the New Philadelphia Hardware 
Co., New Philadelphia, Ohio, 
passed away May Il, following a 
week’s illness with pneumonia. 





WILLIAM F. FULLER 


William Frank Fuller, 85, 
passed away at his home, 465 
80th St., Brooklyn, New York, 
on April 30. Mr. Fuller was born 
in Toronto, Canada, but his 
father’s business moved to New 
York when he was 12 years old 
and the family settled in Brook- 
lyn in 1863. On October 3, 1875, 
he entered the services of The 
Stanley Works, and remained 
with the company for over 57 
years, until his retirement in 
1933. He leaves his widow and 
two children. 





WILLIAM F. FULLER 





HENRY ADAMS MORSS 


Henry Adams Morss, 65, trea- 
surer and director of the Simplex 
Wire & Cable Co., Cambridge, 
Mass., died May 6 at the Massa- 
chusetts General Hospital after 
a brief illness. Upon his gradu- 
ation from the Massachusetts 
Institute of Technology he im- 
mediately became connected with 
the Morss & White Co., wire 
goods manufacturer. He was 
vice-president and director of the 
Hub Wire Cloth and Wire Work 
Co., director of Arthur D. Little, 
Inc., trustee of the Morss Real 
Estate Trust and trustee of Rad- 
cliffe College. He was also iden- 
tified with his work in connection 
with the Massachusetts Institute 
of Technology. His widow, two 
daughters and three sons survive. 


JOHN R. SHAYS, JR. 

John R. Shays, Jr., 81, retired 
official of Hibbard, Spencer, Bart- 
lett & Co., Chicago, wholesale 
hardware firm, died May 10 at 
his home in Queens Village, 
N. Y. Three sons, J. Rowland 
Shays, Jr., R. T. Shays and W. 
L. Shays, survive. 
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Fix up an ANNA & ANDY Window 


There’s nothing to it. Electric Flasher Theatre is 
all set to do a job for you. 


UT in a 40-Watt lamp, plug 
in... and there she goes! 
Screen is blank, then color picture 
flashes on... off...0n... off! 


You get this “TECHNICOLOR” 
Electric Flasher Theatre FREE 
with any of the assortments listed 
in box. Every assortment contains 
REAL MERCHANDISING VAL- 
UE in outstanding Packages. 


ANNA SPONGE - Cellophane-wrapped 
fine quality Anna Sponges (with Handy 
Hanger Tapes) for applying cleaning 
powders, cleaning bath tubs, porcelain 
sinks and fixtures, polishing silverware, 
etc. FREE — 4-color vending box, with 


P< ES MS 


| ANNA & ANDY) 


The SPONGE and.CHAMOIS KIDS in 
“DIRT TAKES A HOLIDAY’ 


assortment containing 3 dozen Anna 
Sponges. 12 each to retail at 10¢, 15¢ and 
25¢. Total Retail Value $6.00. Your 
cost $3.60. 


ANDY SPONGE - Cellophane-wrapped 
fine quality Andy Sponges (with Handy 
Hanger Tapes) for washing cars, win- 
dows, woodwork, walls, rugs, etc. FREE- 
handsome 4-color basket, with assortment 
containing 1 dozen Andy Sponges. 4 each 
to retail at 50¢, 75¢ and $1.00. Total 
Retail Value $9.00. Your cost $5.40. 


ANNA-ANDY CHAMOIS - Packed in 
the knockout “funny-page’’ package; can 
be bought separately. FREE — stand-up 
easels that turn the “comic-page’’ pack- 
age into a small counter display. Ask 
your jobber’s salesman for details! 








"Technicolor" a? “: Theatre free 


FE! with DEALS Nos. 3. 
vividly colored at, display 


nished FREE with each assortment. SEE i 


trations! 
PASTE COUPON ON YOUR LETTERHEAD, 
SURE TO GIVE NAME of your JOBBER. 


AMERICAN SPONGE & CHAMOIS CO., Inc 
47 Ann St., New York, N. Y. 
809 Montgomery St., San Francisco 
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Plenty of other 


BILLHEAD OR 
POSTCARD. MAIL TODAY! To be sure of quick action BE 
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My Jobber is ... 





Anna anil Andy FLASHER DEALS 


with FREE Displays 
FLASHER DEAL No. 1 


Contains 


Retails 


18 Anna and Andy Sponges..... $9.00 


(25¢ to $1, sizes assorted) 
12 Anna-Andy Chamois ........ 11,2 
(50¢ to $1. 30, sizes assorted) 





_ CO eareerrer re. $20.25 
ere 12.65 
Amsco Electric Flasher Theatre FREE 





FLASHER DEAL No. 2 


28 Anna and Andy Sponges..... $15.3 
(25¢ to bay me assorted) 


You os 
Amsco Electric Flasher Theatre FREE 





FLASHER DEAL No. 3 


18 Anna-Andy Chamois ........ $17.25 
(50¢ to $1.50, sizes assorted) 
eer $11.50 


Amsco Electric Flasher Theatre FREE 


Order from your Jobber . . . or send us 
your order and his name, and we will 
ship through him. To be sure of quick 
action, BE SURE to GIVE NAME of your 
JOBBER! 
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$6.00 pra Value) 


Asst. 91 Andy Spong 
$9.00 (Retail. Value) 


0) Send me the 4-WAYS LEAFLET............ 50 eee ceeeseeenee 


Asst. 6 () Anna Household Sponge 


oe oe ee ee eee ee 
American Sponge & Chamois Co., Inc. 
47 Ann Street, New York 

DEAL 1 (J $20.25 (Retail Value) 
DEAL 2 (J $15.35 (Retail Value) 
DEAL 3 (J $17.25 (Retail Value) 
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Our Industry Problems 


FUNHE closing feature of the 
joint session, held Wednesday, 
April 22, 1936, at the Mem- 

phis, Tenn., convention of the 

Southern Hardware Jobbers’ and 

the American Hardware Manufac- 

turers’ Associations was a general 
open forum discussion of mutual 
problems faced by producers and 
distributors. The selling of chains 
and mail order firms took a prom- 
inent part in the complaints regis- 
tered by wholesalers. In rebuttal, 
several manufacturers stated that 
wholesalers completely failed to sup- 
port, with orders, the manufacturer 
whose sales policy favored the 
wholesale-retail channels of distri- 

bution. Walter M. Bonham, C. M. 

McClung & Co., Knoxville, Tenn., 

retiring president of the jobbers’ 

organization, was chairman of this 
meeting. Introductory remarks were 
made by Leslie M. Stratton, Strat- 
ton-Warren Hardware Co., Mem- 
phis, Tenn., and president of the 
National Wholesale Hardware As- 


sociation. He said, in part: 


Address by Mr. Stratton 


“The wholesale hardware indus- 
try, to my mind, is the soundest 
and most stable of any of the 
wholesale or distributing agencies. 
The best evidence of this can be 
found in the National Wholesale 
Association’s records. Wholesale 
hardware dealers are operating at 
a profit throughout the nation. 
There are as many employed as 
prior to the depression. There has 
been very little change in the wage 
scale. 

“Some of you manufacturers give 
us full cooperation, some of you 
do not. During the depression not 
a single important failure occurred 
in the wholesale hardware business 
of the nation. There are two or 
three things that I am supposed 
to talk to you about; we are here 
as manufacturer and wholesaler: 
we, as wholesalers, are totally de- 
pendent upon you producers, we 
are entitled to your full coopera- 
tion; sometimes we get it and some- 
times we do not. 

“T might mention the subject of 
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A discussion by manufacturers and wholesalers at the 

joint session of the Memphis Convention of the 

Southern Hardware Jobbers’ and the Ameriean Hard- 

ware Manufacturers’ Associations, Held W ednesday, 
April 22, 1936 


cash discount; the wholesale hard- 
ware business has been built on 
the terms of discount, 2 per cent 
for cash, sixty days; nearly every 
hardware manufacturer makes his 
terms on that basis; several groups 
in the last year or two have gotten 
together and changed that; the 
wholesaler cannot change its terms 

-we feel that we are entitled to 
your fullest cooperation in competi- 
tion and adequate margin for the 
service we render; I am not one of 
the wholesalers who are always 
contending for more profit; we have 
to be as efficient as we know how 
to be; we have to keep the cost 
down to the lowest point. 

“To many the chain stores and 
mail order houses present a prob- 
lem to our industry. I don’t think 
the hardware business is threatened 
by the chain stores or the mail 
order houses, because the idea is 
not as adaptable as food and drugs, 
to the same extent. 

“One of the chief problems fac- 
ing us, so far as the wholesalers 
are concerned, is competition of 
manufacturers. My belief is the 
most economical way to distribute 
hardware is the manufacturer- 
wholesaler-retailer-consumer plan. 
Manufacturers who try to get around 
that plan can’t do it as efficiently 
because they have facilities for eco- 
nomic distribution. Some of them 
try to sell us the bulk of their 
tonnage and sell direct in small 
orders to others. We must keep the 
flow of the merchandise in the reg- 
ular channels. I think we have 
problems and always will have 
them; the wholesale business is a 
good business; it is not a problem 
that sound judgment cannot solve.” 

George H. Halpin, Minnesota 
Mining & Mfg. Co., St. Paul, Minn., 
responded to Mr. Stratton’s intro- 
ductory comments, giving a manu- 
facturer’s view to the discussion. 
His comments are given elsewhere 


in this issue. Followimg Mr. Hal- 
pin’s comments the open forum 
started, led by W. C. Coleman, Cole- 
man Lamp & Stove Co., Wichita, 
Kans., who said, in part: 

“IT want to say we manufacturers 
have certain chain stores, certain 
jobbers, certain dealers that are 
associated in our line in items that 
we make for the hardware trade. 
We found out that these chain 
stores and these mail order houses 
wouldn’t buy in quantity unless they 
could have lower prices than our 
price to the jobbers. We found 
that out to be true, but we would 
not sell them only at the price we 
sold the jobbers, and our business 
faded out because of our prices. It 
went down to such a small limit 
that we discontinued it altogether. 
That is our experience. 

“I do feel that prices are being 
quoted to these chain stores by 
manufacturers in our line, much 
lower than the prices that are be- 
ing quoted to jobbers; we just dis- 
continued it entirely because we 
found out that we could not sup- 
ply them.” 


By W. H. Fitch 


W. H. Fitch, Richards-Wilcox 
Mfg. Co., Aurora, IIl., said, in part: 

“In 1910 the Richards-Wilcox 
Manufacturing Company took over 
the Wilcox Manufacturing Com- 
pany. We inherited some catalog 
house business, specially for grind- 
stone. I was much younger then 
and perhaps not as wise, probably 
not much wiser now; I was called 
into a meeting of the Retail Hard- 
ware Association. They said, “You 
are selling your grindstones to 
the catalog house.’ I said, ‘We in- 
herited this business.’ They said. 
‘We think you ought te sell one 
or the other, sell the trade or the 
mail order house.’ I said, ‘In that 
case naturally we will sell the trade’ 
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BIG ESTATES, CLUBS AND 
PARKS GO FOR ME BE- 
CAUSE | OUTWEAR ANY 
OTHER HOSE EVER BUILT! 
















a 
1 GIVE BARGAIN HUNTERS 


A BREAK WITH PRESSURE- 
HOLDING, BRAIDED-CORD 
CONSTRUCTION AT LOW- 
EST PRICE. 








” 





SIX WAYS 
TO SELL MORE 
HOSE 


OT every customer wants the finest hose, but everyone 
does want the best hose for his money. 





That is why Goodyear makes six outstanding brands, at 
lowest to highest price —to give you the best hose at any 
price any customer wants to pay. 





*SHOW YOUR And that is why Goodyear nationally advertises all six—to 
CUSTOMERS | give you six chances to sell more hose—make more profit. 
THIS SEAL . 


— the guarantee of All six have long-wearing cotton cord* careass and non- 
FORE Sones checking “anti-ox” rubber cover —time-proved Goodyear 

longest wear a a 
features that insure extra service life and satisfied customers. 





SELL AN EXTRA LENGTH FOR 
HOME FIRE PROTECTION It is hose-buying time now—be sure you are displaying 


all six! 
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EMERALD CORD - SUPERTWIST CORD + WINGFOOT - PATHFINDER - GLIDE - OAK 
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ELECTED BY S.H.J.A. AT MEMPHIS CONVENTION 





H. B. HORSEY 


Sharp, Zahry, & Horsey 
Co., Atlanta, Ga., elected 
treasurer of the Southern 
Hardware Jobbers’ Associa- 
tion at Memphis, Tenn., 
Thursday, April 23, 1936 


-so we notified the mail order 
house that we would not sell them 
any more grindstones and _ they 
said: ‘We expect to be able to sell 
you grindstones next year,’ The 
result was that they went down 
to one dollar. We said that we 
were not going to sell them any 
more—we not only did not sell 
them at a lower price, but did not 
sell them at all. In our line the 
question of service means a great 
deal. Catalog houses cannot give 
service; we have to have represen- 
tative branches, etc. We tried to 
make the service and goods equal 
the price.” 

The next comment came from 
George Earle, North Wayne Tool 
Co., Hallowell, Me., who said: 

“I had an experience with a 
Chicago organization. This firm 
wrote me a letter and asked if I 
would be interested in several hun- 
dred dozen? Well, I happened to 
know that this concern was a pretty 
big thing in Chicago and that was 
a tremendous amount for a little 
outfit. Getting a letter like that 
was like finding Santa Claus on 
your door step the Fourth of July. 
I thought it over; I read it over, I 
read it over again—there was so 
much profit in that—so I read it 
over again and framed a letter. 
In substance, I asked them for 
proof of the fact that they were 
buying at the price they suggested. 
I received a letter back which stated 
that it was not a question of truth- 
fulness of someone, if I wanted 
the order. So I wrote them that 
I just wanted to be sure of the 
order. They came back at me with 
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S. ROBERTS, SR. 


Roberts, Sanford & Taylor 

Co., Sherman, Texas, elected 

to the executive committee 

of the Southern Hardware 

Jobbers’ Association at 

Memphis, —_— April 23, 
1936 


a letter stating they were still anx- 
ious to have me furnish that par- 
ticular item; so, I went out and 
took a stroll, got a little air. It 
came to my mind that what I would 
receive from that order would just 
about cover my taxes (we have 
about seventeen different taxes in 
my State). I walked and thought, 
but I went back, after about two 
hours and told my little lady, ‘1 
guess we will have to use a wheel- 
barrow for the rest of the summer.’ 
Now, I sometimes wonder if any 
of you ever have experiences of that 
kind, do you yield to temptation— 
it hurt and hurt hard to turn that 
order down. I saw a copy of an 
invoice showing a remarkable con- 
cession—it was from a reputable 
concern and of very recent date— 
a very splendid discount. My con- 
science did not hurt me, I slept 
better and that was the way I 
compensated myself.” 


Houston Dudley 


Houston Dudley, president, Gray 
& Dudley Co., Nashville, Tenn., 
said: 

“I can give you a little word of 
encouragement. The mail order 
house is on the decline—we are 
making a few stoves up in Nash- 
ville, but I am not telling where 
I sell them. Sears-Roebuck came 
to Nashville about seven or eight 
years ago; had a large building 
erected in the outlying district— 
most of their stores have been built 
in the outlying district—most of the 
chain stores are that way, they put 
their large stores in the outlying 
district. 


“Now, what happened is that 
they have changed their plans. They 
found out that there was no busi- 
ness in the outlying district, so 
they are putting their stores in the 
downtown district; Sears-Roebuck’s 
store was not a money maker. They 
took a lease on a building which 
cost them six or seven hundred 
thousand dollars, right downtown. 
What is this all about? They are 
going into the general department 
store business. They are going to 
put in ready-to-wear, what women 
buy, they are going to carry a bet- 
ter grade of merchandise, less 
hardware. 

“I try to find out what is going 
on in my line all over the United 
States. I see what the mail order 
house is doing; I am confronted 
with the situation of what is go- 
ing on; what they are selling; they 
are selling stoves, rugs, furniture, 
washing machines, refrigerators in 
large amounts; they are selling at 
much higher price than printed in 
their catalogs. -You cannot go into 
Sears-Roebuck and buy anything 
at catalog prices.” 

Bringing a new angle into the 
discussion, W. F. Flato, Corpus 
Christi Hardware Co., Corpus 
Christi, Texas, said: 

“T don’t believe that Sears-Roe- 
buck or Marshall Field care about 
handling implements that they man- 
ufacture; they had the nerve to 
come to me and ask me to handle 
them. I think the hardware man 
is a ‘sap’ to do business with any 
manufacturer who will not put out 
a policy. The mail order houses 
charge more in their retail stores 
than they do through the catalog; 
they have stores in every town that 
is in the trade territory. If a manu- 
facturer does sell mail order houses 
he should not sell them for less 
than he does the jobber, regardless 
of the quantity. I think the job- 
bers can compete if they buy on 
this basis. I think if we can find 
a manufacturer that will protect the 
jobber on the same basis as he does 
the mail order house—I think the 
jobber is a sucker if he does busi- 
ness with a manufacturer that does 
not protect him. I think the job- 
ber should demand: ‘If we con- 
tinue to buy from you, you should 
get out a sales policy, and if you 
don’t want to get out a policy we 
will stop buying from you’.” 

Responding to this comment, 
Fayette R. Plumb, president, Fay- 
ette R. Plumb, Inc., Philadelphia, 
said: 

“We believe what Mr. Flato says, 
that each manufacturer ought to 
announce a policy and stand by 
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FACTORY SEALED CANS 


FIVE DIFFERENT SIZES 


Pol-mer-ik Boiled is packaged in factory-sealed, 
tamper-proof cans. A guarantee of purity and 
quality. These containers eliminate the losses 
of bulk selling and make possible, effective 
store displays. Available in pints, quarts, one, 
two, and five gallon containers. 





ARCHER DANIELS MIDLAND COMPANY 
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HOUSES ON FIRE—but no flames! You’ve 
seen it happen often. Paint jobs that looked beau- 
tiful when new. And a few months later the 
lustre disappears, within a year the film has 
roken down and the old surfaces become ex- 
posed. The paint film has burned out! 


What causes film burning? How can it be 
eliminated? You'll find the answers to these 
questions, and many more facts on linseed oil, 
in a booklet titled “Boiled Oil and the Burning 
Line of Paint Films.” We'll gladly send you a 
copy. You'll be interested in reading it. 


Film-Burning can be eliminated by the use of 
Pol-mer-ik Boiled linseed oil. Here is the finest 
linseed oil on the market today. It has greater 
value in two respects. 


Pol-mer-ik boiled is pure linseed oil, 10% of 
which has been kettle cooked to a varnish body. 
The inclusion of this heat-treated oil imparts to 
the paint the positive qualities of better brushing, 
better leveling, higher gloss and greater durability. 


The second big value is that Pol-mer-ik Boiled 
is a scientifically processed boiled oil—a boiled oil 
that includes the correct proportion of quality 
driers. An oil that will dry properly, producing 
a paint film that will not burn. 


When you sell Pol-mer-ik Boiled you give your 
customers assurance of a perfect paint job. Get 
the complete story of this better linseed oil. Write 
us today. 


MINNEAPOLIS, MINNESOTA 
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S: MM DIXON’S 


GRAPHITE 
PRODUCTIONS 





, Stocked by leading supply 


OUSES. 








Known, used and recognized for over 50 
years as the world’s standard for service, 
purity and uniformity, used in almost every 
industry, Dixon’s Graphite Productions are 
a source of profit, year in and year out, for 
Industrial Suppliers, everywhere. 


The line is broad to meet every applica- 
tion, well advertised to stimulate demand, 
universally accepted on its name without 
question because of conceded quality. 
Suppliers who stock and sell Dixon’s 
Graphite Productions have a- distinct ad- 
vantage over those who don’t. You are 
probably now handling this famous old 
line. If not, write for the Dixon Proposi- 
tion. You'll like it. 


(Illustrations) . 
A. Ticonderoga Flake Lubricating Graphite. 
> large lustrous flakes—No. » a 
> ‘ 
B. Graphite No. 635 (lubricating). 
(Minute flake) smaller than No. 2. 
C. Pioneer Boiler Graphite. 
Prevents scale frvm burning fast to 
shell and tubes. 
D. Graph-Air-Gun. 
New clean way of applying dry graph- 
ite for lubricating and other uses—in 
locks, motors, bearings, etc. 
E. Microfyne Flake Graphite. 
Processed to microscopic fineness for 
lubrication and other uses. 
F. Pipe Joint Graphite Compound. 
(Not soluble in water). 
G. Graphite Seal. 
Also for pipe joints and gaskets. (Not 
soluble in oil). 
H. Lubricating and Penetrating Graphited 
dil. 





Por all around general lubrication and 
loosening rust. 

I. Cup and Pressure Gun Graphited Greases. 
For gears, bearings, etc. 

J. Waterproof Graphited Grease. 
For unhoused gears, ropes and chains. 

K. Auto-Marine Packing and Cup Graph- 
ited Grease. 
For industrial water pumps, stuffing 
boxes, etc. 

L. Solid Belt Dressing (Does not contain 
Graphite). 


M. Paste Belt Dressing (Does not contain 


Graphite). 
Graphite Motor and Generator Brushes. 








Write jor new 1936 
catalogue KP-40 


JOSEPH DIXON CRUCIBLE COMPANY 


Jersey City, New Jersey 


DIXONS 
GRAPHITE 


PRODUCTIONS 
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it. We ought to remove suspicion 
that is in the minds of any of our 
customers as to what course it fol- 
lows. We should make no lower 
price to the mail order house or 
chain store than we do to the hard- 
ware trade. I think the manufac- 
turers themselves have a_ further 
responsibility. I think they ought to 
be -able to influence them not to 
destroy the margin of the whole- 
saler and retailer. I think that if 
they were customers of ours we 
would be able to control them. We 
do not sell wholesalers who de- 
moralize the margin of our goods. 
We try to protect the margin. 1 
believe if we had a catalog house 
that was a good customer of ours. 
we could get them to have a sales 
policy statement. I do not mean 
to say that the price in the catalog 
need be higher than over the coun- 
ter. I think the difference would 
be kept within reason.” 

W. C. erkins, The American 
Chain Co., Bridgeport, Conn., said: 

“I am trying to figure out in 
my own mind what is the right way. 
I am well enough known for you 
to know that there is no venom in 
my heart; we have a very definite 
policy for the jobbing trade. We 
expect to continue it. There is no 
apprehension that you can have 
about the American Chain Com- 
pany, as far as supporting you goes. 
We do not sell the chain stores and 
mail order houses. We believe they 
are a menace to your business suc- 
cess. If we did sell them we would 
charge them at least 1 per cent 
more than that charged you. Cer- 
tainly we would not charge less 
than we charged the jobbers who 
are giving us their business. It 
has been my observation that some 
of the jobbers do not react favor- 
ably to the manufacturers who sup- 
port them. They talk a lot of the 
discount—most of us give 21% per 
cent. We might as well face the 
conditions—if you men want to get 
the manufacturers’ support, as Mr. 
Flato says very forcefully, stop 
playing ‘saps’ in buying. We have 
been supporting you for a great 
many years, expect to continue for 
as long as I am with the company, 
which I hope will be for a great 
many more years to come.” 

D. R. Northrup. Henry G. 
Thompson & Son Co., New Haven. 
Conn., said: 

“Along many lines of industry it 
would be impossible for the manu- 
facturers to sell to the mail order 
houses and chain stores for less 
money than they sell to the jobbers, 
unless the jobbers permitted. As 
far as the hack saws are concerned, 
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when the Code was worked out it 
was found that 5 per cent of the 


hack saw trade was going to the | 
mail order houses and 95 per cent | 


to the jobber, yet the jobber was 
paying at that time 20 per cent 
more than the mail order house. 


The jobber will not change, that is | 


true. [ have had a number of job- 
bers that were actually paying the 
manufacturer who was _ supplying 
them and also the mail order house 
more money for the same article 
and yet they would not change. As 
long as they keep that up the mail 
order houses will take advantage 


of the jobbers. Our company worked | 
out a policy—(we talked it over | 


with the secretary of the jobbers’ 
association) that manufacturers 
would not sell anybody except for 
one price policy. That covered every 
point for the protection of the job- 
ber. At that time I found out that 
other manufacturers, competitors of 
jobbers, issued sales policy state- 
ments—TI found that they did not pro- 
tect the jobber; that they were not 
living up to their statements. We 
conceived the idea of giving a legal 
binding contract to every single 


jobber, protecting them, and we 


would adhere to our sales policy 
statement. I contend that any sales 
policy statement that is issued with- 
out a contract to support it is just 
a scrap of paper, and there is only 
one place for it and that is the 
scrap basket. 


“A year ago at Pinehurst the | 
Manufacturers’ Association passed a | 
resolution; the Association indorsed | 
it, a principle of manufacturers | 
publishing the policy. Subsequent- | 
ly, I tried to get that Association | 


to go on record giving a contract 
to support that previous resolution. 
I was unsuccessful in doing so. At 
the next afternoon’s session that 
question came up, the question of 
supporting a sales policy state- 
ment. I venture to say that out 
of the entire membership I do not 
believe there were ten that we 
could get to give a contract. 

“I was in a jobber’s office one 
day. A manufacturer had sent him 
a sales policy statement. I said, ‘So 
that man says that a jobber is the 
only channel of distribution, and 


that he would not sell his brand | 


through any other channel of dis- 
tribution.” That man was selling 
at the same time the chain stores 
and the mail order houses under 
a private brand. The sales policy 
statement did not say anything at 
all about it. He was surprised. I 
said: “There are certain things you 
ought to know and ought to look 
out for, you ought to know that 
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SIDE, ROADS! ae 
YAN IT FOR YOU! ete? 


The startli truth is that over 80% of farm 
| power-w Prospects live beyond the 
power lines . prosperous farm homes 
Wecked away df the side roads not marked 
by power poles, 


There are over 5,000,000 of these homes 
without electricity according to the U. S. 
Dept. of Agriculture — and electrification 
for most of them is mighty far off...Tap this 
“over 80% without electricity” market 
Briggs & Stratton power equipped pa 
Briggs & Stratton advertising each ont 
| = in leading national and state farm papers 
has already “broken ground” for you, — 
makes your job of selling easier. M 
a half million washers equipped with vad 
+ & Stratton 4-cycle gasoline motors now in 
; use indicate the wide acceptance of depend- 
able Briggs & Stratton 4-cycle motors. 


Get off the main roads and away from the 
; power lines where there is little competition _ 
ai and many prospects ready to buy. Take a 
tip—demonstration makes sales and profits. _ 
Write your washer manufacturer for facts, 


BRIGGS & STRATTON CORP., Milwaukee, Wisconsin 
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The hack saw blades that need no in- 
troduction and are always in demand. 
Star Moly Hack Saw Blades are sold only through 
recognized distributors. The Clemson Policy, 
rigidly maintained, protects your market and 
your profits at all times—assures full cooperation. 


Write today for details. 





CLEMSON BROS., 


INC., 


VICTOR 


| te Fars Thar 
| SELL THEMSELVES 


‘The “BREEZE -SPREADER” Does It! 


Middletown, N. Y. 








DeLuxe Foon Strainer & GRATER 








‘onownany FAN VICTOR NO-DRAFT 
NO DRAFTS=—NO BLASTS 





Suggested Retail Price $4.00 ho yourself above competition by concentra- 


Will Strain For Making ting on the only fan that is definitely different 
Cora Tomato Juice |—the only fan with a real, attention getting, con- 
Tomatoes pi Gae | vincing eelling feature that is self-demonstrating. 
— les — Weer © dreads a disagreeable summer cold. Only 
Etc. Ete. Victor, with the patented ‘Breeze-Spreader’’ gives 


tive, uniform air cooling with perfect safety. Power- 
| Pt attractive window displays, sales literature, etc. 
fu free! Complete range of sizes and models. 
} — desirable fan feature included—super-quiet 
blades RANE bearings, etc. and a § YEAR 

Act now—get set to cash in on is 
|first heat wave. Write for new 1936 Catalog today. 


VICTOR ELECTRIC PRODUCTS, INC. 


i774 READING ROAD CINCINNATI, OHIO 


| ASK YOUR JOBBER 


Removes skins, seeds, bulk & fibers, 
assuring you of fewer digestive up- 
sets. For straining baby's food. 
Manufactured by 
D. GRANDINETTI MFG. CO. 

PRODUCERS OF KITCHEN LABOR SAVERS 
1101 Court St. Syracuse, N. Y. 
Strain Your Foods For Better Health 
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man is insincere.’ If you men will 
insist on a manufacturer giving 
you a contract that is a legal bind- 
ing contract that will back his sales 
policy statement up, something that 
will support his statement.” 

Ralph W. Carney, Coleman Lamp 
& Stove Co., Wichita, Kans., said: 

“You are talking about the point 
of price, ignoring the type of ser- 
vice you require; the jobber wants 
to order in one _ hundred-pound 
shipments, he offers you the argu- 
ment of turnover; the jobber com- 
plains that the dealer’s bargain 
package—that is one of the reasons 
that the dealer is not competitive— 
the jobber buys in that 100-lb. ship- 
ments, at the same time that lays 
back of the manufacturer multiple 
invoices that must in turn even it- 
self in price; you participate in 
the cost of the catalog, you like 
to have those catalog pages, you 
like certain advertising, and then 
there are the salesmen in the field, 
it is not just a question of price 
alone. The jobber, after he has 
placed his order, does not have to 
furnish a multiple series of ex- 
pensive services. 

“Some of the manufacturers 
that sell those chain and 
mail order houses come up and 
tell us how many orders you are 
shipping, they also ship the little 
stores in small quantities—they are 
using both of us. If we could get 
some of the manufacturers to ex- 
press themselves, that are using 
both of us, we might get some- 
where.” 

Chairman Bonham then asked: 
“To what extent do you feel that 
jobbers should support the manu- 
facturers that are working down 
your alley against the man that 
is not working down your alley? 
How far should we go with him? 
If a manufacturer has a_ policy 
that is favorable to the jobber, 
should we stick to that manufac- 
turer regardless of the fact that 
some other manufacturer might 
come along and give us a better 
discount? 

“My personal thought is that 
they should go all the way. I think 
they should be able to sell the 
jobber just as cheap as they do 
the chain store or mail order house. 
A certain manufacturer told me 
the other day in my office that he 
had a great many orders from a 
mail order firm. He told me how 
many per month—I am not calling 
any names, but he was a reputable 
manufacturer; I don’t think he 
placed an order the whole season. 

“I want to ask some manufac- 
turer if you could sell the jobbing 
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LONG WANTED! 








| 
(fits 14 to 16 
LISTS AT s inch mowers) 
cheemeeamenl 


(Large size for 18 to 20 inch mowers 
1Sc additional.) Less usual discounts. 


eg new, fully tested and proved device 
is quickly attached to any lawn mower, 
new or old. 


Its purpose is to lift the grass and weeds 
ahead of the mower blades into proper posi- 
tion for clean cutting. 

It is the only means by which obnoxious 
crab-grasses, plantain and other low-grow- 
ing weeds can be controlled and eventually 
eradicated. Since these weeds must re-seed 
themselves annually, they will die out if kept 
cut and not allowed to form their seed-car- 
riers. Only with the Bendix Mowerake can 
these lawn pests be cut by an ordinary mower. 

Bendix Mowerake is all steel. Its tines are 
extremely flexible but strong. It protects 
mower knives against sticks, stones and 
bones. Gives the lawn a “barber's trim.” 

One type only—two widths—to fit prac- 
tically any make and size of lawn mower. 
Attractively finished in red and green enamel 
and packed in individual display shipping 
cartons, in dozen lots. 

Distributed through Hardware Jobbers and 
Dealers and backed by a factory policy you 
will like. Order from your regular Hardware | 
Jobber or from us and we will ship through 
our nearest jobber. | 


NATIONALLY ADVERTISED 


in the popular home and garden magazines! 


ECLIPSE MACHINE COMPANY 
(Subsidiary of Bendix Aviation Corporation) 
Dept. H, ELMIRA, NEW YORE 
Makers of the world-famous Morrow Bicycle 
Coaster Brake and the Bendix Starter Drive 








ECLIPSE MACHINE COMPANY 

Dept. H, Elmira, New York 
Please send me full particulars about the Bendix) 

Mowerake. } 


a EE ENE eS FERC A Lee Poe re Rea eeere 


Binwat MAACOED . ooo oc cc cc cccscccvcssrcccssosesos | 


Gas. ccs naitenss cee pesiress ee 
Dealer 0 








MAY 21, 1936 


trade if they were to put in an 
order for one hundred articles, and 
the chain store were to put in an 
order for the same thing, could 
you sell the jobbing trade just as 
cheap as you do the chain store? 
My understanding is that the chain 
store orders are very large—that 


naturally you can sell them cheaper | 


than the jobber.” 

Mr. Northrup then said: “A few 
years ago we bought a hack saw 
business; the price of hack saws 
was 60c—the contract was 70c. We 
had to fill the balance of that con- 


tract over a period of four months. |& 


When we got through we found 


| that we had lost more than it cost 
| to manufacture them; we manufac- | 


ture in large quantities; the chain 
store in that case got more than 


15 per cent of our regular factory | 
orders. We had to ship that mer- | 
chandise, too, to one hundred and | 
eleven stores, in small quantities. | 


When that contract ran out we 
raised the price to the market. We 
have never sold them since that 
time. We sell to the jobbers.” 

To this, Mr. Plumb added: “The 
difference in cost between the chain 
stores, catalog houses and the job- 
ber—I don’t think that is the reason 
they get the lower price. I think 
the reason is that the additional 
volume of business .that the manu- 
facturer wants, if he got enough 
volume from the jobbers, from the 


hardware trade to offset that, he | 


would cater to the hardware trade 
entirely. I think all you know that 
the factory overhead is a large part 
of the cost. That overhead spreads 
over your entire volume; you can 
help to reduce that overhead if 
you take some additional business 
below your additional cost; that is 


the theory. In this period of de- | 


pression the manufacturers have 
gone after this catalog business— 
got any price they could get (of 
course they have to have a certain 
volume)—but when he sums it all 
up he finds that he is going to go 
back to the hardware trade, he is 
going to stop selling the catalog 
houses. It is up to you jobbers.” 
C. R. Swisshelm, Crescent Tool 
Co., Jamestown, N. Y., said: 
“There are too many manufac- 


| turers in the country trying to sell | 
| to the jobbers three or four times 


as much stuff as they can carry. It 
goes back to the farmer that was 
farming and said he was not farm- 
ing half as well as he knew how. 
We have that to contend with— 
shipping out small orders to our 
jobbers’ customers. We have about 
cured it though, by going to our 
(Continued on page 86) 


bhe MARKET? 
EVERY USER OF 
GARDEN HOSE! 





NEW BENDIX 


RED-CAP 


GARDEN HOSE COUPLING 





|'SNAPS ON! SNAPS OFF! 6O0c 
| WON’T LEAK OR LOOSEN! 


| WON'T SLIP OFF! SWIVELS Complete 
|—NO KINKING OF HOSE! Exits faucet 
25c 

|S rag a brand-new, full summer season 
item—a fast mover—a no-trouble, no- 
| bother sale—with a market that takes in 
| every garden hose user! 

One size—one style—one quality—tits 
| any standard 34-inch screw faucet or hose 
| connection—no costly inventory—no com- 
| plicated ordering. Compact—no cluttering 
| up of storage space. 


Packed in handy dozens, in attractive dis- 
play cartons. Distributed through Hardware 
Jobbers and Dealers. (Already introduced in 
some sections.) 


Manufactured by the builders of the world- 
| famous Morrow Bicycle Coaster Brake and 
| Bendix Starter Drive. Order from your regu- 

lar Hardware Jobber—or from us and we 
| will ship through our nearest jobber. 


DEALER’S SPECIAL 
INTRODUCTORY OFFER 


An attractive counter display consisting of a demon- 
stration faucet, a Red-Cap Coupling complete, and a 
handy hose length, free with each initial order for 
1 doz. Couplings and 1} doz. extra faucet ends. Total 
$11.70 less regular discount. 


ECLIPSE MACHINE COMPANY 
(Subsidiary of Bendix Aviation Corporation) 
Dept. H, ELMIRA, NEW YORK 





ECLIPSE MACHINE COMPANY 

Dept. H, Elmira, New York 

Please send me full particulars about the Bendix 
Red-Cap Garden Hose Coupling. 















heyre Tell 


What readers say about the 
Hardware Age Catalog and 
Directory Number 


Best Ever 


Jopiin, Mo.—We have received 
our copy of the September 26th 
issue HarpwaReE Ace. And we 
can say that in our opinion, it is 
the best issue that you have ever 
gotten up. And we find it very 
useful in our business. 

Davin PEARL, 
Pearl Bros. Company 


Must Have It 


BiuerieLp, W. Va.—We are 
pleased to acknowledge receipt in 
good condition our copy of your 
new issue of “Who Makes It?” 
for which we want to thank you. 

This valuable book has become 
our every day record of informa- 
tion, which we feel that we could 
not get along without. 


W.H. Harry & Co. 


Splendidly Edited 

Sroux City, Ilowa—The “Who 
Makes It?” Buyer’s Guide went 
into our business library and is 
consulted by our buyers when in 
need of information contained in 
that book. 

I know the book is splendidly 
edited, and to one who needs the 
information contained therein, it 
is quickly available. 

G. M. Evenson, Vice-Pres., 
Knapp & Spencer Company 





A Reliable Source 


BurraLo, N. Y.—We received 
a copy of the Directory “Who 
Makes It?” issued by the Harp- 
waRE Ace. We wish to thank 
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you for remembering us when 
you distributed it. 

For years we have received a 
similar book and have always 
kept it handy for reference and 
find it very valuable and a reli- 
able source of information. 

L. C. DAVENPORT, Vice-President, 

Weed & Company 





Very Helpful 


Mepia, Pa.— Your Directory 
for Sept. 26, 1935, has been re- 
ceived in good condition. 

We have used your Directory 
ever since you have published it. 
Also like your trade name section. 
We find this directory very help- 
ful. 

R. Deane Wuirte, Vice-Pres., 
Henry C. Snowden, Jr., Inc. 


Used Frequently 


Fort Wayne, Inp.—Thank you 
for our copy of the Directory or 
“Who Makes It?” We think very 
much of this Directory and refer 
to it quite frequently. 

C. C. VanSxorx, Vice-Pres., 
Schlatter Hardware Co., Inc. 





Careful Compilation 


ALEXANDRIA, La.—We received 
our Directory or “Who Makes 
It?” in good shape. 

The writer has looked over it 
and compliments you on the very 
careful compilation, and assures 
you that it will be of much assis- 
tance to us in our office. 

J. L. Pirts, President, 
Brown-Roberts Hdwe. & 
Sup. Co., Ltd. 


ing Us 


Very Useful 


Corpus Curist1, Tex. — We 
find the Directory very useful 
throughout the year. Our copy 
arrived in good condition. 

Oscar Naus, 
Naus Hardware Dept. Store 





A Great Help 


SHAWANO, Wis.—We received 
the Directory O.K. We make good 
use of it and find it a great help 
in locating the names of manu- 
facturers of many hardware items. 
A great help to us and our cus- 
tomers. 

W. H. MEYER, 


Farmers Hardware Company 


Fills A Need 


Bitox1, Miss.— We have re- 
ceived the Directory “Who Makes 
It?” and we think it fills a need 
in the retail hardware business. 
We refer to it quite often. 

U. S. Joacuim, Manager, 
Combel Hard. & Supply Co. 


Keeps It Handy 


Hastincs, Nes.—The new 
Hardware Directory reached us. 
Our buying department always 
keeps yours in a handy place and 
uses it oftener than any of the 
other directories we have, as it is 
compact and reliable. 

We appreciate it and take this 
means to thank you for it. 

FiLoyp B. REeEp, Vice-President, 

W. M. Dutton & Sons Co. 





Most Valuable Addition 


Waco, Tex.—We think the 
HarpwareE AcE Directory is the 
most valuable addition to our 
purchasing ‘department and ap- 
preciate the same very much. 

L. D. Dewey, Treas., 
Wm. Cameron & Co,, Inc. 
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eee DOMINATE with the 


ALABASTINE OIL PAINT LINE 


@ If you are tired of marking time. . . If you want 


a brand new paint program packed with special 
events, 


. . « that will build really exceptional paint profits 
and step up store traffic at the same time . . . 





Join up with Alabastine’s aggressive oil paint mer- 
chandising drive. Dealers and jobbers tell us it 


outstrips everything the industry has to offer. | 





The Alabastine Company sales plan considers the 
independent dealer as the key man to local mar- 








(T, cooperation. 





L kets. backed by the unusual in factory-dealer 


Alabastine Company 
Grand Rapids 
NPR ry, a api 


Michigan 





Results in a few brief months 
have been outstanding, and 
prove the plan is what the 
dealer has been waiting for 
to step up paint sales and 
profits. Get the details. 








— 




















Put ‘Aluminex’ 
to the 


Finger Nail Test 








Offer the women something dif- 
ferent and unusual in aluminum 
cooking utensils and you make 
the sale. Show “Aluminex” and 
explain how the patented inside 
finish closes the pores of the 
metal, prevents food stains from 
penetrating and makes clean- 
ing easier. 


Only in “Aluminex” can you get 
this smooth, hard inside finish. 
Tumbling steel balls -take the 
place of the ordinary buffing 
cloth to make the inside of “Alu- 
minex” utensils as hard and 
bright as the outside of ordinary 
aluminum utensils. 


Write us or ask the Buckeye 
man in your territory to give 
you the whole story. 


The Buckeye Aluminum Co. 
WOOSTER, O. 


For over a third of a century, manufacturers of aluminum cooking utensils 
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A DEMONSTRATION 
SELLS IT! 


Every craftsman and mechanic 
wants to see the most versatile 
tool ever made. Our national ad- 
vertising directs them to you. 
Cash in on this new “Extra Profit”’ 
maker. Don’t delay! Send the 
coupon for Special Offeron Demon- 
stration Outfit forhardwarestores. 


Standaed move 


Does away with / 7 
slow hand 
work. For use , 
at home, in # 
shopor take 4 

tojob. Uses J 












sories— 
grinds, 

polishes, 
routs, 
drills, 
carves, Retail Price 
cuts, sands, saws, sharp- $1975 
ens, engraves. 13,000 r.p. and Up 
m. 110 volt A.C.or D.C. 3Accessories FREE 


the De Luxe moon. 


A sensation wherever 
used — almost human 
in its smooth, rapid 
response. 25,000 r.p.m. 
Fastest and most 
>. powerful tool for 

lim its type and 
weight, 12 
ounces. 6" 
long, 156" 
diameter. A 
constant ser- 
vice tool that 
is a great 
time and 
labor saver. 


CHICAGO WHEEL & MFG. CO. 
1102 W. Monroe Street, Chicago, I11. 


Plug 
in any 


Ut 







Send catalog and dealer discounts with 
Special Offer on Demonstrator Outfit. 


Name 














New Business Census Provides 
Data for Industrial Distributors 


(Continued from page 41) 


isters, computing and manifold- 
ing machines, scales, etc.) and 
store fixtures and equipment. 

“Railroad Equipment and Sup- 
plies. 

“Under ‘Electrical Commodi- 
ties,’ we show the following items: 

“Wiring Supplies and Con- 
struction Materials: Interior wir- 
ing and construction materials 
(such as conduit and fittings, 
wires and cables, wiring devices, 
safety switches, panels, fuses, 
etc.) ; outside construction mate- 
rials (such as poles, cross-arms, 
pole line hardware, etc.) ; light- 


ing fixtures (residential, commer- 
cial and industrial), and incan- 
descent lamps. Apparatus and 
Equipment (such as motors, gen- 
erators, switchboards, industrial 
heating equipment, power trans- 
formers, etc.). 

“We have also made provision 
for the segregation of heavy hard- 
ware, builders’ hardware, plumb- 
ing, heating, air-conditioning 
equipment and supplies and va- 
rious other items which we hope 
will give us a much better pic- 
ture of industrial purchases.” 





Alabama Convention Report 


(Continued from page 4%) 


B. F. O’Steen, Florence; J. W. 
Wyker, Decatur; C. E. Owens, Fort 
Payne; W. L. McArver, Birming- 
ham; Joe Sewell, Tuscaloosa; Wil- 
liam Walsh, Talladega; George 
King, Alexander City; George 
Bailey, Montgomery; J. B. Stickney, 
Jr., Greensboro; W. H. Andrews, 
Thomasville; Fred George, Atmore, 
and B. C. Cox, Florala. 

The entertaining highlight for the 
visiting delegation was a trip 
through Continental Roofing Mills, 
where they saw composition roofing 
and shingles made in a modern 


Coming 


Edison Electric Institute, Fourth An- 
nual Convention, Opera House, Mu- 
nicipal Auditorium, St. Louis, Mo., 
June 1 to 4, inclusive, 1936. M. B. 
Woods, secretary, 420 Lexington Ave., 
New York City. 


Louisiana Retail Hardware and Im- 
plement Association, Annual Conven- 
tion and Exhibition at New Orleans, La., 
June 15, 16 and 17, 1936. A. H. Aucoin, 
executive secretary, 336 South Rampart 
St., New Orleans. 


National Retail Hardware Associa- 
tion Thirty-seventh Annual Congress, 
Hotel Chalfonte-Haddon Hall, Atlantic 
City, N. J., July 20 to 23 inclusive, 
1936. H. P. Sheets, managing director, 
130 East Washington Bldg., Indianapo- 
lis, Ind. 


New York Housefurnishing Show, 
sponsored by the New York Housewares 
Manufacturers Assn., Hotel Pennsyl- 
vania, New York City, July 19 to 25, 
inclusive, 1936. Mrs. Flo English, sec- 


plant. From there they went to 
the Mobile Country Club where they 
were entertained with a big seafood 
dinner, orchestra, floor show, fancy 
diving and other features. 

The visiting women were taken 
on a trip through Bellingrath Gar- 
dens, Mobile’s famous “Azalea Gar- 
den” and showplace of the South. 
“The Story of Steel,” a six-reel pic- 
ture showing the mining and manu- 
facture of steel from raw to finished 
product, was shown through courtesy 
of Tennessee Coal, Iron and Rail- 


road Co. 


Events 
retary, Room 1108, Hotel Pennsylvania, 


New York City. 


Mississippi Retail Hardware Associa- 
tion Annual Convention, Edgewater 
Gulf Hotel, Biloxi, Miss., June 15 to 17 
inclusive, 1936. John F. Jennings, sec- 
retary, 307 Standard Life Bldg., Jack- 


son, Miss. 


Texas Wholesale Hardware Associa- 
tion 4lst Annual Convention, Galves- 
ton, Texas, June 19 and 20, 1936. On 
the first day of the convention the asso- 
ciation will hold a joint meeting with 
the Texas Hardware Boosters. Earl P. 
Singleton, secretary-treasurer, Texas 
Wholesale Hardware Association, P. O. 
Box 588, Fort Worth, Texas. 


The Hardware Association of the 
Carolinas Annual Convention, Charles- 
ton, S. C., June 9 to 11 inclusive, 1936. 
Headquarters and sessions: Francis 
Marion Hotel. Arthur R. Craig, secre- 
tary, 803 Commercial Bank Bldg., Char- 
lotte, N. C. 


HARDWARE AGE 
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The D Biggest Selling 
HORSE SHOES 





@ America’s most depend- 
able Horse and Mule Shoes for Half 
a Century 


@ Sold by Leading Jobbers 
everywhere on an established policy 
through regular trade channels 


OTHER PHOENIX PRODUCTS @ 


Toe Calks Ribbed Steel (bars) RUBBER GOODS 
Screw Calks, Chain Hooks and Horse Shoes 
Drive Calks, Cold Shuts Pads—Drive Calks 
Shoes and Tools Spuds for Tractor Door Mats 

Racing and Sport andLawn Mower _— Force Cups 


Shoes Wheels Radiator Hose 


PHOENIX MANUFACTURING CO. 


Molgelsti mi ulelltisclaitia-le mola allet- 
Tale MAANOLeMS) cloleXoe lain tal-an 4 Aelace! 


332 South Michigan Avenue, Chicago, Illinois 
Catasauqua, Pa. 
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OPEN QUESTIONS TO 5 
THE HARDWARE MERCHANT 0. 





WHAT do you get 
| out of the BIG BOOK? 


Do profits flow to your store? 


Do you get the kind of information that brings 
profitable sales to satisfied customers? 


When all is said and done, that’s about all you’re in 
business for ... to make money. 


And to make money you want: 


Steady-moving merchandise that’s dependable and 
modern. 


Items you can recommend with confidence. 


Goods that show a real profit and that build a large 
group of satisfied customers. 


Since 1826 the Collins Company has made Axes, 
Hatchets, Bush Hooks, Hoes, Picks and Mattocks 
that have always given satisfaction. Collins Tools 
are priced right to make profitable sales EASY, and 
our consistent policy of selling through recognized 


_ wholesalers makes Collins Tools available to you. 


If Collins Tools are not listed in your jobber’s cata- 


| log, write us at once. 


Mr. Jobber 
Isn’t This 
Worth 
Your While? 

Dayton Old Timer 


THE COLLINS co. 


COLLINSVILLE, CONN. 


AXES °® HATCHETS ® BUSH HOOKS 
HOES © PICKS *© MATTOCKS$§ 
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Hardware Stores 


Chesterfield Skillet 





Of 14 gage, cold rolled steel, triple 
plated—copper, nickel and chromium— 
guaranteed against chipping and flak- 
ing. Size 10% in. diam. top; cooking 
surface, 9 in.; depth, 2%4 in.; weight 3 
lbs., 4 oz. Handle, octagonal and 6 in. 
long—detachable for oven use. Model 
901, bright finish inside, outside rim, 
natural; 902, bright finish, inside and 
out; 903, bright outside finish with 
satin finish inside. Dealers’ cost, $10.20 
per doz. f.o.b. Detroit; suggested re- 
tail selling price, $1.25. The Chester- 
field Co., Michigan Theatre Bldg., De- 
troit, Mich. 


Flashlight And Displays 








‘The feur flashlights include a silver- 
chrome Rotomatic focusing flashlight 
(shown) with a 500 ft. range and a 
laurel-inspired design etched on the 
case, to retail at $1.25; an improved 
Copperlite, which is stated to be made 


2 


of pure copper, to retail at $1; a silver- 
chrome Dualite, a combination flood- 
light and spotlight, to retail at $1.25; 
and a nickel finish focusing flashlight 
to retail at 65c. The displays are litho- 
graphed in a variety of colors and are 
so constructed as to be easily removed 
from the carton. Each deal includes 6 
lights and 4 doz. Ray-O-Vac cells, 
with no extra charge for the display. 
Ray-O-Vac Co., Madison, Wis. 





Ludlum Steel Catalog 


“New Ways to Increase Sales and 
Profit with Silcrome Stainless Steel,” 
suggests and strikingly illustrates uses 
of Silcrome stainless steel for hardware, 
in the home, hotels and _ restaurants, 
manufacturing, construction, transporta- 
tion, etc. It places emphasis upon the 
opportunities for product improvement 
and the development of new products 
through the use of stainless steel. Lud- 
lum Steel Co., Watervliet, New York. 


Chy~ 7 
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Metal Bath Scale Display 





Offered with purchase of two bath 
scales. Display may be used on floor, 
show case, or window and is elevated so 
customer cannot step on scales and 
spoil their appearance. Hanson Scale 
Co., Chicago. 





Scythestone Displays 





Four brands of Norton Abrasives 
have been put up in new packages, the 
Alundum, Crystolon, Black Diamond 
and Indian Pond. Attention compel- 
ling counter displays, containing 12 
stones, and bright colorful labels have 





been designed. Crystolon is made in 
three patterns, retailing from 25c¢ to 
35c; Alundum range from 20c to 25c. 
Both are made from Norton electric 
furnace abrasives. Black Diamond and 
Indian Pond are natural New England 
grits. Behr-Manning Corp., Troy, N. Y. 


HARDWARE AGE 
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SPORTSMAN 
pike. 
PARTICULAR 


He knows a good gun. 
He wants a good gun. 


He’ll spend to the limit to get a good gun. But he 
isn’t necessarily a rich man, and has other expenses 
to think about. 


That’s why he “sparks” to a Fox Sterlingworth Gun. 


Here’s the kind of gun he wants. Wonderful balance. 





Precision-built action with the clean-cut “click” that’s | 
music to his ears. Handsomely finished walnut stock. | 
A good name that assures accurate workmanship | 


and dependable performance. 


ss UTlCUD 


The price? That’s the clincher. Here’s all the quality | 
for which he might expect to be asked 75 dollars... | 
for $42.85. 
- building | 
with | 
a line of Fox Sterlingworth Doubles? If not, write | 
for full details. 


Are you winning sportsmen’s patronage .. 
a reputation for the best gun values in town... 


Fox Gun Division 


SAVAGE ARMS CORPORATION 
DEPT. M-8 UTICA, N. Y. 


Stertingworth 


DOUBLE BARREL 


SHOTGUNS 
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— WHAT TO SAY WHEN 


SN A CUSTOMER SAYS: 


a “I Want Some Sash Cord” 
as 


When you allow a customer to buy 
any substitute for Samson Spot 















Sash Cord—WITHOUT TELLING 
HIM THE FACTS OF SASH 
CORD QUALITY—you are sowing 
the seeds of trouble. 










When that cheap cord lets go, the 
customer — being human — will 
blame YOU. He may never come 
back. 








This new book gives you Sash Cord 
FACTS—tells WHY Samson Spot 
Sash Cord gives at least TWENTY- 
FIVE YEARS of service —tells you 
how to protect your own interests 
and the customer’s—tells you what 
to say when he says: ‘‘I want some 
sash cord.” 













Write for your copy; and remember, 

your Jobber carries Samson Spot 

Sash Cord. Send for samples. 
SAMSON CORDAGE WORKS 
Boston, Mass. 







Saw Dept. H 


‘ij SAMSON 
sash cord 
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Yard Boy Incinerators 





Models No. 1 and No. 3 are now 


finished entirely in porcelain enamel. 


inside and out black speckled with 
white. They have also been equipped 
with cast iron lift cover instead of the 
swing cover and have a capacity of 1% 
and 3 bushels, respectively; list at 
$15.50 and $28.85; and are for homes 
and cottages. Model No. 6, with a 
capacity of 6 bushels is for estates, 
hotels, apartments, etc., and lists at 
$49.50. The Malleable Steel Range 
Mfg. Co., South Bend, Ind. 





Cellulose Sponges 





For all ordinary sponge purposes in 
industry, home, and personal uses. It 
is said to outlive ‘natural product; be 
resistant to cleaning compounds, soap, 
greasy matter, and grit; to absorb more 
water than natural or rubber sponge 
of equal size; may be sterilized and 
cleaned in boiling water; is free from 
foreign matter and odor, and it floats. 
Four sizes to retail from 25c to $1.10. 
E. I. Du Pont De Nemours & Co., Inc., 
Wilmington, Del. 


Lawn-Boy With Rubber Tires 





The Evinrude Lawn-Boy is now avail- 
able with rubber tires at moderate extra 
cost. Original specifications of Lawn- 
Boy are fundamentally unchanged. At 
moderate cost, it may be equipped with 
a specially designed grass catcher. By 
pulling a .cord, cuttings are emptied 
from the rear—the mowed grass may 
be dropped in windrows which are 
easily gathered up. Suggested retail 
selling price, $110; with rubber tires, 
$120. Outboard Motors Corp., Mil- 
waukee, Wis. 


Chisels 


“Turning the Spotlight on Chisels” 
is the name of a_ brochure pre- 
senting a colorful merchandise display 
unit No. 750 Socket Butt Chisels; a 
complete and uniform line of chisels; 
suggested model stock based on the 
selling experience of many stores; a 
new consumer booklet, “Chisels and 
Their Correct Use”; and advertising 
plans. Stanley Tools, New Britain. 
Conn. 


Leetonia Tool Catalog 


No. 634 illustrates and describes a 
complete line of drills and tools for 
use in and around coal, clay, and 
metal mines, also marine hardware such 
as wood handled deck scrapers and 
ship scrapers of various types, sea 
anchor hoops; hatch handles, and mar- 
line spikes. The Leetonia Tool Co., 
Leetonia, Ohio. 





Fishing Lure 





Weed Queen—weight, % of an ounce; 
length 2% in.; width % in. Maker 
states it may be cast over logs and 
reeled in without danger of snagging; 
will not catch in weeds, grass, etc. Has 


both plug and spoon. All-metal pol- 
ished bottom and rich wood finish. 
Available in Mullet, Pike and Perch 
scale, Frog and Red Head. E. S. Evans 
& Sons, 253 Vinewood Ave., Detroit. 


HARDWARE AGE 
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Quality Products 
Manufactured Since 1899 


Door Butts 
Strap and Tee Hinges 
Wrought Steel Shelf Brackets 








With the ENTERPRISE LINE 
of QUALITY Aluminum Ware 


Every item has that sleek new beauty 
that modern styling has added to this 
heavier gauge ware. Straight sides, flat 
pressed beads and Bakelite fittings 
give you a line that totals up to present 
day preference in every detail. The 
Drip-O-lator in the Enterprise design 
has exceptional sales appeal. Ask your 
jobber’s salesman about this line and 
the new display easel for your tables. _ 


| THE ENTERPRISE ALUMINUM CO. 


MASSILLON (eo) = 116) 
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Safety Hasps and Hinge Hasps 

Ornamental Hinges 
Garage Door Hardware and Door Handles 
Screen Door Hardware 

Cellar Window Sets 

Back Flaps and Chest Hinges 

Corner Irons and Corner Braces 

Heavy Pressed Steel Door Handles 
Barrel Bolts 


ALL Are Available Through Progressive Jobbers and 
are Fully Described in our Catalog No. 19 Which We 
Will Send:on Request. 


GRIFFIN 


nufacturing Company 


ERIE, PENNSYLVANIA 








AGENTS 


BOSTON: 113 Purchase St. 
SAN FRANCISCO: 703 Market St. 


NEW YORK: 45 Warren St. 
CHICAGO: 162 N. Clinton St. 
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Florenee-Display Material : 

















Consists of crepe paper for back- 
grounds; several attractive color-litho- 
graphed cards, featuring “Better Look- 
ing,” “Better Cooking”; a large litho- 


graphed cutout illustrating a part of 
the kitchen and entitled, “See Yourself 
in a Beautiful Modern Kitchen with a 
New Florence Oil Range.” This piece 








is accompanied by four color-litho- 
graphed cards reproducing dishes of 
food. Other pieces furnished the dealer 
feature the full-page advertisements, 
which have been published in The Sat- 
urday Evening Post and Good House- 
keeping magazines. The _ illustration 
shows some of these display pieces. 
Florence Stove Co., Gardner, Mass. 




























Delux Food Grater 





Operates on a conical principal and 
is used for grating cheese, ice cubes 
for summer drinks, almonds and other 
varieties of nuts, carrots, potatoes, hard 
bread, etc., and also for making relish. 
Finished in aluminum with a polished 
aluminum hopper. Parts coming in 
contact with the food are heavily tinned. 
Suggested retail selling price, $2.75. 
D. Grandinetti Mfg. Co., 1101 Court St., 


Syracuse, N. Y. 


Easy-Tach Faucet Washers 


Require no tools and are inserted by 
pushing in. Eliminate broken and cor- 
roded screws. Maker states Easy-Tach 
Washers turn freely. Put up 6 super- 
quality beveled rubber washers and 4 
patented washer holders on a display 
card to retail at 10c per card. Keystone 
Brass & Rubber Co., 811 Chestnut 
St., Philadelphia, Pa. 
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Ever-Ware Door Closers 





Have all metal parts and no washers 
to affect their check—silent closing op- 
eration or hydraulic action. They are 
easily adjusted to any desired closing 
speed as well as changing seasons and 
are rust-proof and leak-proof. Every 
model is interchangeable to fit either 
right or left hand door. 
4406-58 W. Lake St., Chicago. 


Ware Bros., 


Maydole Tool Catalog 


Illustrates and describes 


complete 
line of Maydole hammers including the 
adz eye nail hammers; ball pein ma- 
chinist hammers, and hammers for mis- 
cellaneous purposes; cold chisels and 
punches, and Maydole Stillson 
Complete specifications are 


wrenches. 
given. David Maydole 
Norwich, N. Y. 


Tool Corp., 





Chrome Hardware Display 














This mounted display is included in 
Deal No. 50, which includes 6 pair 
each of flush surface hinges (No. 12) 
and offset surface hinges (No. 13); 3 
pair mortise hinges (No. 14); 3 only 
of the flush surface latch (No. 22), 
offset surface latch (No. 23) and fric- 
tion catch (No. 24); 6 only of the 
knob (No. 32) and pulls (No. 33 and 
No. 43). Retail value, $19.80. Mount- 
ed display also available separately. 
McKinney Mfg. Co., Pittsburgh, Pa. 





TURF  Torics 
LAWN LIBRARY | 


This “Lawn Grass Seed Merchan- 
diser’ and “Lawn Library” may be 


used as either a counter or table display 








or as a built-up background for a 
counter full of seed. The display rack 
is available to the firm’s dealers. F. H. 
Woodruff & Sons, Milford, Conn. 


HARDWARE AGE 





























This Tool Will Bring Profitable Business 





The UTICA Lineman’s Heavy Side Cutting Plier 








“A Step Ahead" 


The UTICA Lineman’s Heavy Side Cutting 


Plier is a general favorite with linemen be- 


The Utica Drop Forge & Tool cause of its easy grip and strong cutting edges. 
Co. are “A Step Ahead” in de- It is drop forged from special Alloy Steel and 
veloping new tools at popular is made to last. It will build satisfied customers 
prices that are most efficient for for you and is a profitable tool to handle. With 
the purpose for which they are UTICA tools, you can buy what you want 
designed. UTICA tools are fully when you want it—no dead ends left over. The 
guaranteed and are hand tested trend is back to better tools and UTICA tools 
for balance and efficiency as give better satisfaction and better profits. 


well as quality 


of manufacture. 





Tool No. 1950 6in. Tin. 8in. 9 in. 





UTICA DROP FORGE & TOOL COMPANY 


Utica, N. Y. 
The Most Complete Line of Pliers Made in the World 
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QUALITY | 
pUMP_LEATHERs 


Standard: Sizes By 
tF_E.MYERS @ BRO. 
ASHLAND, OHIO | 


Time and time again costly pump installations suffer because of inferior pump 
leathers which are sold at only a cent or two less than Myers Quality Pump 
Leathers, the characteristic features of which are uniformity, smoothness, durability 
and dependability for severe pumping service. 


Priced a bit higher than the ordinary “run-of-the-hide” leathers but worth the 
price—made in all standard styles and sizes—packed in attractive cartons for 
stocking or display—you will find Myers Pump Leathers more profitable to sell 
and more satisfactory to use than cheap leathers of uncertain quality. 


Your request for catalog and information will have prompt attention. 


THE F. E. MYERS & BRO. CO.— ASHLAND, OHIO 





PUMPS-—-WATER SYSTEMS-HAY TOOLS -DOOR HANGERS 
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LACLEDE 


WROUGHT STEEL 


PIPE 


Nationally 
Known 


Nationally 
Distributed 


Black 


and 
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Galvanized 
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Steam 
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Ask your 
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LACLEDE 
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ST. LOUIS 





















He's No Santa Claus 


(Continued from page 47) 


run from 20 to 50 per cent re- 
gardless of the size of the ac- 
count. So you see the accounts 
purchase or discount company 
may be really a collection agency 
behind Santa Claus whiskers. 

These are the main highlights 
and, although the verbal hocus- 
pocus may differ in different con- 
tracts, the theme song is always 
the same; you are promised cash 
upon verification of your ac- 
counts. In reality, you can warble 
for your money—not only before 
it is collected, but often after- 
ward. Often it is harder to col- 
lect from these companies than 
from the original debtors. 

Hundreds of complaints from 
every state have been received by 
Better Business Bureaus, cham- 
bers of commerce, business pub- 
lications, trade associations, the 
National Retail Credit Associa- 
tion, member credit agencies and 
attorneys. 

But it seems that these rack- 
eteers live up to their printed 
contracts. Their salesmen do the 
sleight-of-hand work, and they 
seldom stop at red lights when 
driving home their arguments. 
They get paid so much for each 
account regardless whether it is 
collected or not, so they are in- 
terested only in getting the sig- 
nature to the contract and a list 
of delinquents. Only age gov- 
erns the size of their commission. 
The salesman gets a bigger com- 
mission on accounts under two 
years than on accounts over two 
years. This is because old ac- 
counts are harder to collect. 

This article would be of lim- 
ited use if it disclosed the disease 
without suggesting a remedy. The 
following pointers should help 
determine the selection of a re- 
liable collection agency and as- 
sure maximum returns on delin- 
quent accounts. 


How to Protect Yourself 


Sign no papers giving an agency 
title to your accounts. Legitimate 
agencies accept accounts with no 
strings to them. You may take 
back your accounts whenever you 


wish, the agency receiving com- 
missions only on the money pre- 
viously collected. 

If skeptical about a distant 
agency, consult the local Cham- 
ber of Commerce or draw a credit 
report on the company ques- 
tioned. This will cost about $1.50) 
—less than a lawyer charges to 
interpret a collection contract- 
and may give more information 
because, in our investigations, we 
find that most credit agencies of 
repute have plenty of data on 
hand regarding collection rack- 
eteers. 

Before turning over accounts. 
ask for a rate card. A fair aver- 
age for collecting consumer 
claims over the country is as fol- 
lows: 


Payments of $100 or more 10% 
Payments of $50 or more 15% 
Payments from $5 to $50 25% 
Payments under $5 .... 50% 
Trace claims where debtor’s 
whereabouts is unknown . 0% 
Forward claims sent to other 
territories for collection—2/3 
goes to forwardee, 1/3 goes to 
ee ee P 50% 


Usually the creditor advances 
cost of suit. In some states it is 
illegal for a collection agency to 
advance suit costs. If the creditor 
wins, the defendant pays the costs 
and the creditor is reimbursed. 

Insist upon monthly remit- 
tances and report in detail when 


“something definite develops, such 


as “note taken and not yet due,” 
“offers to pay direct on specified 
date,” “disputes account,” etc. 
Keep a record of all accounts 
turned over. Ask the agency to 
sign for them. 


The older the accounts the- 


harder to collect; so do not hold 
them too long. Collection rack- 
eteers recognize this ahd will not 


take accounts more than six years. 


old. 

Some accounts will be uncol- 
lectible. Every creditor expects 
to write off a certain percentage. 
The most profitable way to deal 
with any collection agency is to 
grant credit with care so that a 
minimum of delinquents need be 
turned over for collection. A bad 
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Every hardware merchant knows that a com- 
plete line . . . a line that includes a definitely 
superior item for every prospective customer... 
is the one best way to build a substantial, perma- 
nent business. This is just what the Sterling 
Complete Line of Wire Products offers you... 
each item is superbly manufactured and de- 
signed for modern selling. 
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FENCE AND GATES fanM GATES 


Year after year Sterling Dealer Wire Products 
business is steadily gaining ... building an ever 
increasing volume of profitable business. Now 
is the time for you to investigate the Sterling 
Complete Line. Ask your jobber or write direct 
to Dept. 10 


NORTHWESTERN BARB WIRE CO. 


STERLING — Since 1879 — ILLINOIS 
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The same high quality 
standard of T R & S 


Rivets we have main- 





tained thru the years holds just as true 
today as always. Careful craftsmanship, 
long engineering experience, modern 


equipment—these factors guarantee the 





continuous, unfailing service of our prod- 


i ucts. Every TR & S Rivet is guaranteed 


- | 


‘perfect, is accurately drilled—drives 
| easily, clinches smoothly and is not 
brittle. Remember when you sell TR & S 


Rivets you're selling the best! 


TUBULAR RIVET & STUD COMPANY 
BOSTON, MASS. 





| The largest factory in the R 8 
world devoted to the man- 
| ufacture of Tubular and O 


| Clinch Rivets. 
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The QUALITY group > 


Bassick 


—_ CASTERS 
RUBBER CUSHION SLIDES 













































Profit Makers for 
' Hardware Dealers 





A sales producing display 
(“8x 12") with samples mounted 
on removable wooden plugs. 


This display available to dealers 
purchasing the quality group. 
Write for complete information 
on how it can be obtained. It is 
the most practical caster sales 
aid ever developed. 


THE BASSICK COMPANY 


Bridgeport, Connecticut 








account is a loss—often to a 
collection agency. 

Give a preference to a local 
agency, which must play fair to 
survive. The far-away accounts- 
purchasing company with “offices 
in principal cities’ need have 
little regard for good-will. The 
local agency depending upon a 
comparatively narrow field for 
business must operate so as to 
maintain good-will with clients 
and debtors. 

Select an agency employing 
collectors as well as the mails. 
Letters alone are not aways ef- 
fective. Personal contact is often 
needed to collect. That’s why 
lawyers seldom make good bill 
collectors. They’ll write letters, 
but won’t pull doorbells. 


Be chary of the imposing name. 
To lull suspicion, the collection 
racketeer uses a name that sounds 
like ready money. The reliable 
agency discards this tinsel. Hard 
work and results replace bally- 
hoo. 

Reliable agencies are in every 
territory. Consult the local Cham- 
ber of Commerce, Better Business 
Bureau, telephone, city directory 
or write the National Retail Credit 
Association, 1218 Olive Street, St. 
Louis, Mo. Members of this as- 
sociation are all over the country. 
Inquiry sent to the St. Louis office 
should bring information regard- 
ing an accredited nearby agency. 
In many cases the local Chamber 
of Commerce operates a credit 
and collection agency. 





How's the Hardware Business 


(Continued from page 45) 


671,154 cars, was 0.7 per cent above 
the preceding week, 18 per cent 
ahead of a year ago, and 10.9 per 
cent higher than the corresponding 
week two years ago. The principal 
gain over a year ago was in miscel- 
laneous freight with an upturn of 
52,501 cars, interpreted in trade 
quarters as a sign of general busi- 
ness pick-up. Total loadings in the 
United States since the beginning 
of this year, to May 2nd, were 11,- 
123,211 cars, compared with 10,375,- 
946 in the corresponding period of 
last year. 
* % * 


Employment in March gained 
2 per cent over February and 3.9 per 
cent over a year ago, to a total of 
9,649,000, the National Industrial 
Conference Board announced. The 
actual gain over the preceding 
month was 201,000 persons, and 
above a year ago, 390,000 persons. 
Compared with March last year. 
employment in March was better by 
11.6 per cent in domestic and per- 
sonal service, 10.9 per cent in the 
manufacturing and mechanical in- 
dustries, 8.4 per cent in transporta- 
tion, 7.8 per cent in trade, 4.1 per 
cent in the extraction of minerals, 
and 4.3 per cent in “miscellaneous” 
industries. The New York Sun has 
published an employment survey 
showing a radically better situation 
than other estimates reveal. It sets 
the tota! of unemployed in all in- 


dustries, trades, transportation and 
mining at 3,085,000, based on re- 
ports from 3000 companies. The 
Sun contends that on the basis of 
the country’s present population, 
51,000,000 persons should be em- 
ployed now under normal condi- 
tions. Of these, it is said about 29,- 
926,800 should be employed in the 
groups which its survey includes. 
Actual employment in these divi- 
sions is now 26,842,500. 


* + 


Refrigeration and _ similar 
equipment are booming this spring. 
Kelvinator household and commer- 
cial refrigeration, and air-condition- 
ing equipment for six months ended 
March 31, 1936, totaled 149,530 
units, a gain of 46 per cent over the 
same six months of 1935. March 
shipments totaled 61,152 units, a 
gain of 69 per cent over last March. 
Norge sales, of all products, in 
April broke all previous records, 
with a volume of 58,280 units, 41.7 
per cent ahead of the like month 
last year. Sales for the first four 
months of 1936 gained 62.1 per cent 
over the corresponding period of 
1935. Norge refrigerator sales in 
April were up 39.5 per cent over 
last April. Washer sales were up 
149.5 per cent, gas range sales 842.5 
per cent, electric range sales 146.8 
per cent—all compared with April, 
1935. A sharp increase was also 
shown in ironer sales. 
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we WITH THE TIMES 


THESE famous casters roll along on ball bearings. No friction. No 


as a stream-lined train or 1935 motor car. 


A demonstration does it . . . merely roll an “ACME” 
on the counter. Show the frictionless, quiet operation 
of the “ACME” and you’ve made a sale. A profitable 
item with repeat orders. Stock and sell “acmegs.” 


effort. No damage to floors, rugs or floor covering . . . as up to date 


A PROFITABLE ITEM FOR ANY HARDWARE MERCHANT 









THE ScHatz MANUFACTURING Co. 









POUGHKEEPSIE, N. Y. 














EVERY HOME A PROSPECT 
FOR THIS NEW 


Majestic 


UNDERGROUND 
GARBAGE RECEIVER 


Made in two popular sizes, 
priced to fit the purse of ev- 
ry ehtae aXobaat:Meohipat:) end at-WA/E-BI-1-1 80 THE 


Series S creates a vast new MAJESTIC 


yeat-bal-<-hab dod MU balol-depaohbbate Me t-b ar co. 
bage receivers. Durably built, esata 
peat beaba-beabbate Mm \/E-Bi--10 Coiba) ole INDIANA 
rebates al coy aol =) ol-salel-Voptbha aan d abt) 

new model helps you cash in ~€ 
more fully on the movement 


jo} MMOLE G de Colo) MUO h ab ale MD cole) oa team 





MAY 21, 1936 








The first step is a SPEED-O-LITE Floor 
Sander displayed with our big (FREE) Col- 
ored Window Display Card with a “For Rent” 
sign alongside. 


The second step is to distribute our four- 
page booklets which convince home owners 
that they can refinish their 
own hardwood floors at low 
cost and do a job they’ll be 
proud of with our light, 
powerful easy-to-operate 
. 


SPEED Z)LITE 


Floor Sander 


The third step is to inform 
home owners of the reasonable 
rental cost—(most Deal- 
ers charge $5.00 per 













day). 

The fourth step is your 

rental profit, also the Complete 
extra profits you make on 

sandpaper, varnish and and 
other materials needed to Guaranteed 
refinish floors. Most Deal- For One Year 
ers average about $63.00 * 
per month renting a sin- Including 
gle machine. Send for Motor 


full particulars. 


Lincoln-Schlueter Floor Mach. Co., 212 W. Grand Ave., Chicago, Ill. 
Please send us full information covering the new SPEED-O- 














LITE SANDER. {-] Interested in time payment plan. 
Name ... dna Balog Popes y ic es ales 
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AN IMPORTANT 
FEATURE OF 


Not only does the enclosing sleeve 
keep dust and dirt out of Greenlee 
Spiral Screw Drivers, but it keeps oil 
in and makes for more efficient lubri- 
cation. In addition, it provides a full 
grip for the hand and makes it im- 
possible to pinch the fingers between 


the bit chuck and the body of the driver. 


By referring to the illustrations above, 
another important feature will be seen 
—the position of the shifter button 
with reference to the handle, which 
permits making changes without mov- 
ing the hand. Locking for the final 
drive of the screw is done with the 
guiding hand without moving it from 
its regular position. 


Now these features are of greatest im- 
portance for the user, of course, but 
they mean much for the jobber and 
retailer, because they make Greenlee 
Spiral Screw Drivers easy to sell and 
help keep them sold. 


Write Today for Complete Informa- 
tion, Giving Name of Your Jobber 


GREENLEE TOOL CO. 


1715 Columbia Ave Rockford, Illinois 











Triple Mill Supply Convention 






(Continued from page 38) 


have seen fit to offer premiums of cash, 
articles of personal adornment and 
household goods as prizes for salesmen 
in the employ of wholesale houses, as 
special compensation for the interest 
shown in such Manufacturers’ prod- 
ucts; and 


“WHEREAS, Such premiums are 
frequently offered to salesmen with or 
without the knowledge, consent or 
authority of their employer, and in 
some cases may be offered on goods 
of questionable value; therefore, be it 

“RESOLVED, That this Association 
records itself as being opposed to all 
such schemes and sales plans as may 


provide for outside compensation in 
any form to our employees.” 
Wednesday noon there was a short 
meeting of the Industrial Supply 
Research Bureau, with Alvin M. 
Smith as chairman. This group dis- 
cussed advertising campaigns, 
thanked trade papers for their sup- 
port of industry problems and heard 
a talk by Prof. Hugh Agnew of New 
York University, New York City. He 
spoke on a survey of industrial pur- 
chases from distributors in Colum- 
bus, Ohio; Syracuse, N. Y.; Allen- 
town, Pa., and Worcester, Mass. 





Yankee Lapel Cord 





The thin model Yankee pocket watch, 
which retails at $1.50, is being offered 
with a lapel cord at no extra charge 
and is packed in display cartons of 
six. The “Million-Aero” Jubilee deal 
offers the Aero Flasher display with 
six Aero wrist watches, assorted three 
plain and three fancy. The display is 
translucent and electrically lighted. It 
is 12 in. wide and pictures a large 
plane, in the body of which the watch 
is displayed. The Ingersoll-Waterbury 
Co., 30 Irving Place, New York City. 


Sigurd Steel Nails 


For the home and constructural pur- 
pose. Maker states that points are 
fashioned needle-sharp on grinding-stone 
and will not damage wall paper and 
plaster. They are said to penetrate 
hard materials and surfaces without 
bending. No. 100, lentil-shaped head, 
blue or bras3-coated, for interior decora- 
tors or wall paper hangers and attach- 
ing toe-boards to walls. No. 100 M, 
blue with brass head, for picture nail 
and household use. Nos. 150 and 150M 
for household use where only light ar- 
ticles are to be hung. Packed in light 
wooden boxes, 100 each. Special house- 
hold assortments available. Sigurd 


nails are made in Germany; sole U. S. 
agent is Robert Viegelmann, 572 Green- 
which St., New York City. 





Casting Rod Display 





Display opens up on counter to about 
12 in. wide. Colors are red, black, and 
white. Premax also offers two new rods 
of double grip style; one with 10 in. 
handle with oil-tempered special process 
steel blade to list at $1. The other, 
with 16 in. handle and special solid 
steel blade, is intended for salt water 
fishing as well as fresh water trolling. 
Premax Sales Div., Chisholm-Ryder Co., 
Inc., Niagara Falls, N. Y. 
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It’s Time for Dealers 


to Check Their Stocks 
of ‘BLACK LEAF 40” 


Tue most active selling-season on “Black Leaf 
40” is rapidly approaching. Almost every family 
is a prospect for “Black Leaf 40” during the 
Spring and Summer season. 


“Black Leaf 40” kills aphis, leaf hopper, thrips, 
red bugs, etc., in the garden. It aids in the con- 
trol of damaging insects on fruit—is economical 
and effective for poultry delousing, killing lice 
on live-stock, etc. A little sprayed on shrubs 
and evergreens keeps dogs away—they dislike 
its odor. 


SELLS THE YEAR ’ROUND—because it has so 
many uses “Black Leaf 40” never becomes dead 
stock. A newspaper campaign breaking soon in 











your store. Ask your jobber or write for our at- 
tractive new display material. 


TOBACCO BY-PRODUCTS & 
CHEMICAL CORP., Incorporated 
Louisville Kentucky 





i everywhere, and the increasing number 
soundness of Ry papi Se) und 


and SERVICE which have the same of “GC & B” as a guaranty of dependability 


The Gilbert & Bennett Mfg. Co. 


Established 1818 - America’s Oldest Woven Wire Factory- Manufacturers 


NETTING and FENCING 


WIRE CLOTH, 
Galvanized Steel Wire Cloth in in all Meshes and Gauges 


New York City 
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Georgetown, Conn Kansas City, Mo. San Francisco 
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nearly 4,000 communities will bring customers to | 





HOLTITE 
“THREAD - FORMING” 


Sheet Metal Screws 





The most efficient, economical 

method for joining and mak- 

ing fastenings to sheet metal. 
Stock the HOLTITE Line 


Sold thru Hardware 
Jobbers 


CONTINENTAL SCREW Co. 
ant aoc 


Massachusetts 


SOUTHERN BRANCH 
1421 Fort Street 


Chattanooga, Tenn 


WESTERN BRANCH 
6529 Russell Street 
Detroit, Michigan 





ABRASIVE PRODUCTS, 


SOUTH BRAINTREE MASS. 


GENUINE JEWEL ABRASIVES 
EMERY — FLINT — JEWELOX 


Packed in the TIME-AND-WASTE-SAVING 
JEWEL DISPENSING BOX 


THIS MARK 
GUARANTEES 


BRILLIANT 
PERFORMANCE 

















Abrasive Products, Inc. 
South Braintree, Mass. 


Send me a copy of your NEW catalog (H.A. 5) 
ING Sao on reo wis Beane Uis edi dind ashe iaceeraeeias 














TARE THE | 
GUESSWORK 


OUT OF DELIVERIES 


SPECIFY 
RAILWAY EXPRESS 


Spare parts, replacements, special or- 
ders—everybody wanting something 
and wanting it now. The Spring and 
Summer rush is on, and you've got to 
have the goods —and quick. 

So don’t waste time in guesswork. 
There's one answer — specify “Rush by 
Railway Express’. Your shipment may 
weigh an ounce or a ton, bulk big or 
little, Railway Express will pick it up 
by fast motor truck, forward it at pas- 
senger train speed, get it into your 
hands quickly. Our double receipt sys- 
tem checks the whole transaction and 
includes liability up to $50 at no extra 
charge. With a nation-wide organiza- 
tion, and 23,000 offices at your disposal, 
we can reach anybody, practically 
anywhere, at any time, fast, surefire 
and dependably. 

For service or information telephone 
the nearest Railway Express office. 


RAILWAY 
EXPRESS 


AGENCY INC. 


NATION-WIDE RAIL-AIR SERVICE 
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“Ttaleopia’” 


(Continued from page 34) 


gotten to do it. In many instances, 
inquiry developed the fact that they 
didn’t know who could make the 
repairs, or that they were afraid 
that the repair cost would be too 
much. 

“There must be thousands and 
thousands of these unused current- 
consuming devices stored away 
unused, because of a broken or de- 
fective cord, i ttachment plug, heat- 
ing element, or burned-out motor, 
etc. 

“Why not establish a repair de- 
partment, accumulate a stock of the 
usually needed repair parts, and 
then attach a slip to your monthly 
bills, offering to call for any appli- 
ances which your customers may 
have which need repairing, and re- 


pair them at actual cost, then return 
them, ready to use again? 

“Based on the _ conversation: 
which we have had with our hosts 
all over the United States, this offer 
on the part of their local power 
company would bring a lot of un- 
used electrical devices out of base- 
ments, closets and attics, and get 
them back on the meters. 

“Is this idea worth trying?” 

Now if this is a good thing for 
electrical supply dealers, why 
should it not be a good thing for 
retail hardware dealers who carry 
electrical supplies or even retail 
dealers who do not carry electri- 
cal supplies but who have handy 
men on their payroll? 





The Century of 
Foolish Experiments 


“s HE capitalistic system un- 
der which the industry and 
commerce of our country 

and that of the whole world for 

that matter operates, is the result 
of centuries of evolution. It is the 
source of all wages, salaries and 
income of whatever nature. It is 
responsible for the growth of our 
civilization from the Middle Ages 
up to the present time. Like all 
other human activities, it has in it 
much that can ke corrected; it 
shelters some abuses, bred by sel- 
fishness. Perhaps as the years go 
by these abuses will be corrected 

and it will more nearly fit into a 

perfect system. 

“However, let those who seek to 
tear down this system be sure they 
have a better one to replace it. 
Even Russia is finding that Rus- 
sians themselves return in part to 
the capitalistic system. Those who 
cry out against the profit system 
and seek to tear it down have noth- 
ing to offer in its place except un- 
tried theories. 

“The consumer cooperative move- 
ment, which has the endorsement 
and enthusiastic support of our pres- 
ent administration and is securing 
to a great extent the support of 
organized Christendom, is merely 
like Samson of old pulling down 


the pillars of the temple; and if 
they are successful not only the 
cooperative movement, but the whole 
temple and all those who are in 
it will be destroyed. 

“Assume that under the cooper- 
ative system, profits on such goods 
as are distributed in that way are 
eliminated, we should not overlook 
the fact that all members of the 
cooperative system are receiving the 
money which they spend in this 
way from the sources of the profit 
system. If, therefore, they destroy 
the profit system, where will they 
get any money to save by buying 
cooperatively ? 

“This seems to be the Century of 
Foolish Experiments by people who 
are otherwise supposed to be wise. 

“Speaking of laws, during these 
years we have thought that some 
laws were the answer to the jobbers’ 
prayer, but we have lived to learn 
that business is usually not de- 
stroyed by laws, however adverse, 
nor can law ever replace individual 
initiative, good judgment and co- 
operation among business men.” 


—Walter M. Bonham, C. M. Mc- 
Clung & Co., Knoxville, Tenn., retiring 
president of Southern Hardware Job- 
bers’ Association, before that body’s 
opening session at Memphis, Tenn., 
April 18, 1936. 
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Write today for this Catalog 


of Air Compressors, Spray Outfits, Guns, Nozzles, 
Accessories—the line that will make money for you! 


SAYLOR-BEALL MANUFACTURING COMPANY 
1509 East Philadelphia Ave., Detroit, Mich. 
New York Philadelphia Chicago 
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RAINBOW DISPLAY 


Here is a compact, colorful counter display 
containing six % pint hydraulic pump oilers. 
Seamless drawn steel bodies enamelled in red, 
green and blue. Ball valves. Positive action 
hydraulic pump. No pump leathers. Six inch 
bent spouts. Oiler fits receptacles on all farm 
machinery. Popular with mechanics, farmers, 
plumbers and garage men. Eagle hydraulic 
pump oilers may be had in a complete range 
of sizes retailing from 75c to $2.50. Your jobber 
can supply them—or you may write us direct. 


EAGLE MANUFACTURING CO. 
WELLSBURG, WEST VIRGINIA 


































PREMAX G» SPRINKLERS 


GUARANTEED A LIFETIME? 
EXCLUSIVE SALES FEATURES 


Make Volume Business—Pro fits—and 
Customer Satisfaction 


PREMAX has no nozzle openings to adjust. The 
volume is lowered by cutting the flow at the 
faucet, thus avoiding inconvenience, shutting off 

the water or messing around with a_ wet 

sprinkler. 


PREMAX gives a written guarantee that 
this is one sprinkler that just won’t wear 
out. It meets all needs--and that means 


ready sales everywhere. 


Get Bulletin HS-36 and prices. 


Your Jobber can supply you. 


FLOATING 


PREMAX SALES DIVISION, Chisholm-Ryder Co, Inc, Niagara Falls, NY. 





your sales 


“Here you are, Sir. See 
that DATE-LINE? That 
proves they’re fresh.” 





“That’s a smart out- 
fit, good people and 
good merchandise.” 





DO THIS — It takes only 
one second to point out 
that “EVEREADY” BATTERY 
Date-Line. 




















"Always on the Track" 


Building activity is in full swing, and 
every new barn or garage, every old door 
that's rebuilt means business for the 
dealer with a full line of ALLITH Door 


Hardware. 


The new "Push-Over" "50-50" garage 
door set is setting new records in effi- 
ciency and low price. There's ALLITH 
hardware for every type of door, at 
prices that land the business. Rush your 
— today for ALLITH numbers you 
need. 


ALLITH-PROUTY MFG. CO. 


Danville, Illinois 








Discussion at 
Memphis 
(Continued from page 67) 


jobbers and explaining the circum- 
stances to them—finding out if it 
were at all possible for him to carry 
such stock. If he could not we just 
checked him off the list. A jobber 
sent in an order the other day, a 
small order. I wrote him and told 
him that we could not handle it 
at jobbers’ prices. He wrote back 
and stated that he would put in 
stock, but he could not afford it 
and we replied by stating that we 
could not afford to do business with 
him. Small shipments can _ be 
cut down; I do not feel that it is 
fair to the stocking jobbers to allow 
a man to pick up items that they 
do not stock—we found that we 
got full cooperation in that; I am 
talking about the continual pick-up 
items of repeat.” 

J. E. Stone, The Stanley Works, 
New Britain, Conn., said: “I would 
like to give you another concrete 
example; last year we shipped on 
jobbers’ orders 64,000 parcel post 
packages, direct to customers.” 


Competition Faced by 
Hardware Trade 


(Continued from page 32) 


a better merchant, we are really 
helping ourselves. 
Illustrating — when a manufac- 
turer introduces a new product or 
a new merchandising plan, every- 
body concerned from executives, 
sales managers, to sales engineers 
get out into the field and call on the 
trade, telling them about it, getting 
acceptances and educating the sales- 
men. There are few hardware ex- 
ecutives who don’t know what their 
dealers need in the way of help— 
rather than depend upon the sales- 
man to give this help. I’m sure if 
with emphasis on merchandising 
rather than buying more hardware 
executives went out into the field 
persuading, selling these dealers on 
the things which would help them 
become better merchants, a great 
improvement would take place. 


Future of Hardware 
Distribution 


What is the future of hardware 
distribution? Many are asking that 
question. One thing I feel certain 
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SUPERIOR Extra 
QUALITY ADHESIVE 
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SLIPKNOT 
FRICTION 
TAPE 


PLYMOUTH RUBBER COMPANY. Inc. F 
CANTON, MASS 





Your Jobber Has It 


also 
SuipKNoT CEMENT-ON 


RUBBER SOLES 



















L. the heart of Philadel- 
phia . . . socially, commer- 


cially and geographically. 


BELLEVUE STRATFORD 


CLAUDE H. BENNETT, General Manager 








Booking Offices 
New York: 11 W. 42nd St. ~ 
Longacre 5-4500 


;, Standard . 
Pittsburgh; Stenderd Life Bids 
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STOVE BOLTS 


Full standard heads. Assembled 
with nuts. Uniform threads to in- 
sure free running fit. 


MEET ACCEPTED STANDARDS. 


















In addition Corbin manufactures a full 
line of Wood, Lag, Machine Screws. 
Machine Screw Nuts. Cap & Set 
Screws. Semi-finished Nuts. Chain 
and Escutcheon Pins. 


SPECIFY CORBIN 








THE CORBIN SCREW CORPORATION 
THE AMERICAN HARDWARE CORPORATION, SUCCESSOR 
NEW BRITAIN, CONN. 
Warehouses: New York « Chicago * Philadelphia 
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Pardon me for butting in: I’m looking 
for some additional lines to represent. 
Know where | can find any good 
ones? 














Certainly! You'll find many good 
accounts advertising under the 
heading of “Sales Representatives 
Wanted” in the Classified Sec- 
tion of HARDWARE AGE. Read 
the ads in every issue and you 
will be reasonably sure to find 
the kind of a line you want. 
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TWO BEST SELLERS 


VICTOR MOUSE TRAPS 


| 
| For Year-round Demand 
| 








A selling item—every day in the year 
| ——Victor Mouse and Rat Traps. Stock 
| and display the trap with the red V. 
It attracts attention and stimu- 
| lates purchase. To boost sales— 

packed in the handy one- 
| dozen carton. Order from 

your jobber—Victor, Hold- 
fast, Auto-Set Mouse 
|}and Rat Traps. 


| TRUMP GARDEN TOOLS 
| For Spring Profits 


Display Trump Garden 
Tools. Consumer-tested 
color and the new 
NO-MAR finish are 
“shopper - stoppers.” 
They catch the eye and 
clinch the sale. That's 
turnover and profit for 
you. Either individual 
trowel, fork, cultivator, 
and transplanter, or in 
three-piece sets. Your 
wholesaler can suoply 
you. 


ANIMAL TRAP COMPANY OF AMERICA 


LITITZ, PA. NIAGARA FALLS, ONT. 














Variety and 
Department 
Store has been 
waiting for this 
pencil to mark 


Rwy Cellophane packages 


Customers eed 
this CELLOPHANE 
ssc Pencil 


Ostack Oren Use Cicreen 
Name 
Address 
City State 


I/ea Z FO) oD, Gatlthant punpemons, 
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PREPARE forSUMMER 


The use of 
horses of 
farms has 
shown? @ 
marked in- 
crease during 
the past five 
years, @n 
there is & 
growing de- 
mand from 














on. The New 
Oshkosh Fin- 










Parmer THENEW - OSHKOSH 
eee FINISHED HORSESHOE 


Oshkosh shoes are steel—in the most practical sizes 
and weights for farm horses—can be worked hot or 
cold—reset and welded like any other steel shoe— 
and are completely finished, and ready to put on. 
Made in sizes 2 to 7, inclusive. Sold through jobbers 
only. 

If your jobber cannot supply you, send us his name 
and we will quote prices. 


GIANT GRIP MFG. CO. 
OSHKOSH, WISCONSIN 


The oldest manufacturer of Steel Drive Calk Shoes, 
Steel Drive Calks and Rubber Heel Calks in America. 


Ciba mn Chake 


CLARK Bros 





Always 
a Profitable 
Line to Handle— 


For 82 years CLARK 
Bolts, Nuts and Screws 
have been building customer good-will and 
prestige for dealers who know the value 
of handling tried and proven products. 


The line is unsurpassed 


unexcelled service. 


complete—of 


quality—backed by 


Have you our catalog? 


Car Rrosfo.t 


BEMISS ST., MILLDALE, CONN. 








of is that regardless of what it is | 


today, it is changing and will be dif- 
ferent ten years from today, and you 
gentlemen should be anticipating 


that change and plan for it—even | 


| assist in shaping any change which 
might be good for your customer, 
| the retailer. This may involve a 


| program of elimination, diversifica- | 


| tion, specialization, or it may mean 
| only a better job of merchandising. 
| Whatever is necessary, by planning 
well and following out that plan, 
you will be better off than waiting 
to see what happens and have it 
| happen before you know it. 
The 
| tributing 
| business. 


hardware 
and retailing is 
Your manufacturers are 
| 
| business, and with retailer, distribu- 
tor and manufacturer continuing to 
work together, it can be made a 
better business. Most of you have 


| e ar 
made some money in 1935. Most 


of you will make more money in 


1936 and for the next few years to 
come it looks like we all have a 
chance to make some money, and 
| after all and regardless, that’s what 
| we are in business 
don’t muff the ball and with our ears 
| to the ground and our eyes to the 


opportunity which awaits us. 





| Molding Display Rack 
For Spiro Chrome-Alloy Metal 


| trying to help you make it a better | 


business of dis- | 
a good | 





for—so let’s | 


| future, take full advantage of the | 


Moldings for various uses in decora- | 


| tion and display. Assortment contains 
a variety of the most popular styles of 
these moldings, which may be re- 
| ordered according to demand. Rack 
requires floor space of 24 in. square 
| and revolves to give access to every 
bin, each of which has a gate so that 
| moldings may be easily removed. 
| Dealer’s cost of this assortment, No. 
D-1, $35.00, including rack. The C. 
Spiro Mfg. Co., Dobbs Ferry, N. Y. 


| 
| 
| 








| “New American” Prospectus 


| NAH-102—outlines the scope of the 
1936 “New American” demonstration 
| home building program and discusses 
the basic requirements of the “New 
American” concept of living. Explains 
the extent to which General Electric 
will cooperate with those concerned 
| in the building trades and home-fur- 
| nishings field. Available from General 
Electric Co., Schenectady, N. Y. 





Scythestones For 1936 





Four page circular illustrating and | 


cluding the Alundum, Crystolon, Black 


Diamond and Indian Pond and others. | 


Descriptions include price information. 


| 
| describing a line of scythestones in- 
| 
| 
| Bekr-Manning Corp., Troy, N. Y. 











This Poultry Netting 
Resists RUST 


Poultry netting is con- 
stantly exposed to the ele- 
ments — rain, snow, hail, 
dampness, fog, etc. All 
| these are rust producers. 
That is why every roll of 
| our Hexagon Poultry Net- 
| ting is— 


Made from Open 
Hearth Copper- 


Bearing Steel Wire 





The one tested material 
that resists rust longest. 
Our method and quality 
of galvanizing insure 
added protection and a 


“MATURAL- GAS now used 
naces produces very low sulphur steel which, 
tastes, with a copper alloy, reduces cor- 
rosion. 


finish that does 
justice to a qual- 
ity product. All 
standard sizes. 
Bales of 150 ft. 
Also Galvanized 
Poultry Netting 
Staples. 


Ask your Jobber for Prices 
STEEL PRODUCTS 








in our fur- 











AT YOUR SERVICE 


Tue “Who Makes It” 
Fditor will be glad to 
help you in your search 
for the name of the manu- 
facturer of that product 
you are interested in. 


If you do not find it or 
its trade name listed in 
the current Directory 
Number, in all probabil- 
ity it has been incorpo- 
rated in the revised list- 
ings that are being pre- 
pared for the next issue 
of the Directory Number. 
Many such changes are 
being made daily and the 
listings brought up to 
date. 


If your current Direc- 
tory does not give you 
the information you seek, 
write the “Who Makes 
It” Editor. He’s at your 
service! 


|e §-9:90)','0.0:) 98 Lene 
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PAINT 

ody 
= =a y| SPRAYERS 
rt A Ns G 

ey \N Cy 
KS Fast, efficient “professional type” DEALERS 

= electric spray outfits for all general Write for com- 
painting, etc. List at only $5.00, Plete | details 
$14.00, $20.00. Auto power sprayers $2.60 esices and 
and up. Splash feed oil system, new type discounts. Sell 
diaphragm compressor, steady pressure, no Speedy 
cylinders, pistons or rings to wear out. Sprayers right 


off your - 
Quality at low cost. ro ees 


W.R. BROWN CO. 2014N. Major Ave. CHICAGO 
oe 






iN 


NO. 860 
| LIST PRICE 


192 


COMPLETE 


4&SS MOTOR 

































Rattlesnakes and 


Wrenches 


HEN a rattlesnake is coiled— 
LOOK OUT! 


When the spring in a Stillson 
wrench is coiled IT’S SAFE. That is if it’s the 
cone coil safety spring in the IMPROVED 
Stillson. Ridge has done away with the old ? 

flat spring that could break and puncture 
the hand. The new cone coil safety 
springs are hidden away inside the 
rugged housing. If one does break it 
can’t hurt the user and it’s easy to re- 





Business must be regu- | plese. 

lated as well as traffic. We stopped | The IMPROVED Stillson is a stronger 
: wrench all through. The handle is not 

you Just long enough to tell tan that weakened by a drilled hole to hold the 
COpy for your Classified Opportuni- old flat spring. Jaws and handle are 
: : ° made of specially heat-treated tool steel. 
hes advertisement together with The frame is of new heat-treated metal 
your remittance must reach us at alloy and for convenience in use, there 
: . is a handy pipe gauge on the hook jaw. 

least 13 days before publication date The new IMPROVED Stillson ie a 
to insure insertion. vitalizer for wrench sales. Ask your 

Jobber. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.+ New York, N. Y. 





Steel Handle, 
6” to 48” 


Wood eae. 
6” to 


| THE RIDGE TOOL CO., ELYRIA, O., U. S. A. 
























No. 500A—Speed Weed and Dandelion No. 500 Speed Weed and Dandelion Remover 
Remover with Grass Seeder Same as No. 500A except seeder. Length 40 ins. 
Does ALL at the 1 doz, in carton. — 50 cents. 
same time = Seeeeme a 













Is new in design and so far as we know the 

Combination Dandelion Remover and Grass 

ler is original. This popular product is well 
constructed and gives complete satisfaction. 

Sold by leading Jobbers. Samples sent on request for 

charges to cover packing and postage. No. 

No. 500—35c. No. 50—85c. 


Retails $1.00 
No. 1—Cutting blade World’s—> 
with root lifter. No. 
2—Puller Teeth. No. 3—Seed Fastest Digger 
shoe—seed magazine capacity 
3 ounces. Trigger releases seed in 
any quantity desired. Length 40 ins. 
Wet. 23 lbs. per carton. 1 doz. in carton. 


500-A—75c. 







Spring Steel Ice Scraper 






LOCKED FERRULE 


GEO. PIRICH GARDEN TOOL CO. 
428 Univ. Ave. N.E. Minneapolis, Mina. 


Retail 60 cents 
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STEP UP THE QUALITY 
oF Your Propuct 


WITH 
Red 





Only Satisfaction 
to the Customer 
completes a Sale 





CLEVELAND OHIO 


BRANCHES: 





THE STANDARD TOOL (0. 


NEW YORK — DETROIT — CHICAGO 














The Original 
“HORSESHOE MAGNET” 


HAMMERS 
\ Steel Forgings, Perma- 
\ nent Magnets. The best 
\ magnet hammers on the 
N & market. Give long and 


Hammer holds the tack. 
ARTHUR R. ROBERTSON 


Sele Manufacturer 
896 Atlantic Ave., Beston, Mass. 


| satisfactory service. The 








Horse & Mule 
Shoes 





Hand puddled 
bar iron and 
iron rivets fr 


THE BURDEN IRON COMPAN 


Established 1812 
TROY, N. Y. 


4 














COOKS 





CM NA/L 


CLIPPERS 






The “Ansonia” 


designed counter 
comes loaded with 


jobber’s. 
sheet on request. 


Ansonia, Conn. 






Good looking, thoroughly 
dependable cli Tre 
tailing at 10¢! marth 


and sells them.. At your 
Catalog price 


The H.C. Cook Co. 





Just Among 
Ourselves 


(Continued from page 23) 


two to fifteen times the cost of 
the next most expensive material. 
Hog bristles, two to eight inches 
long, are ‘dressed’ in Chinese ‘go- 
downs’ where the raw bristles 
from the carcasses of slaughtered 
Chinese pigs are cleaned, sorted, 
and graded as to length and qual- 
ity.” Sometimes we do not real- 
ize the contribution modern com- 
munication and _ transportation 
facilities have made for the bene- 
fit of the hardware business. We 
probably think of such develop- 
ments as interesting, important, 
etc., but do not associate these 
achievements in their direct rela- 
tion to our own business nor do 
we often stop to realize that the 
familiar paint brush sold in our 
stores has a romantic story with 
bristles originating in far off 
China. All of which reminds me 
that the price of bristles in the 
Chinese markets shows a sharp 
upward trend which will prob- 
ably be reflected in higher paint 
brush prices within 30 days. 





Faultless Casters 


General catalog LE describes and 
illustrates metal furniture casters, wood 
furniture casters, and office and mis- 
cellaneous casters, drawer pulls and 
knobs. Fifty-six pages—thumb indexed 
for easy reference. Tipped to the rear 
cover is a special 4-page catalog illus- 
trating a condensed and _ packaged 
household line. Faultless Caster Corp., 
Evansville, Ind. 


Wave-On Art Colors 


For converting old flower pots, jars, 
etc., into colorful containers and vases. 
A few drops each of desired color are 
placed on water and blown lightly to- 
gether. The object is immersed through 
the film of paint into water and when 
withdrawn the operation is completed. 
Paint is said to dry almost immedi- 
ately. Colors are: black, red, blue, yel- 
low, green, orange, rose, lavender, and 
ivory. Retail price, $1.00 for set of 9 





colors. Dealer’s discount, less 50 per 
cent. “365” Products, Waynesboro, 
N. C. 





Porcelain Enameling 


“It Centers In Pequabuck,” title of 
brochure graphically illustrating and 
describing the various steps in the 
process of porcelain enameling as well 
as listing its various applications. The 
Horace R. Whittier Co., Pequabuck, 
Conn, 











Insure your wire goods sales 
with a stock of 


HINDLEY WIRE GOODS 


iii 


WIRE SPECIALTIES 
BRIGHT WIRE GOODS 
COTTER PINS EYE BOLTS 


HINDLEY Vitier + 


VALLEY FALLS, R. I. 








KEY BLANKS 


OF ALL KINDS 





wynt® 


Catalogue on Request 


GRAHAM MFG. CO. 


Dept. W. 
Derby, Conn., U. S. A. 














BY THE 
SPOOL 


The same high 
quality Gardiner 
Repair - i 
(Aeid - Core) 
Solder that is 





your j 


« 7. 
lardiner = 
OD 
im eta co. ae & 
. Campbell Ave., Chicago, fil. 











STANLEY’S 
CROW 
REPELLENT 


fhe Standard for Over Twenty Years 


Protects Seed Corn From All 


Birds and Animal Pests 
Write for Complete Inf. ti 


Manufactured Only by 


The Cedar Hill Formulae Co. 


Box 1129 P, New Britain, Conn. 





















Hf you Te 
Looking for 
THE CLASSIFIED 


OPPORTUNITIES 
SECTION 


TURN OVER 
Two pages to— 
PAGE 94 
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SUPER APEX 


has a zinc coating almost twice as heavy as some other widely and 
more or less carelessly advertised lines. 

On top of this zine coating there is baked a coat of high quality 
enamel thus reducing corrosion almost to the vanishing point. 


THE LIFE OF SUPER APEX 
in “Salt Air,” moisture or gaseous laden climates is almost double 
the life of cloth made by the old process. 


STEEL — COPPER — GOLDEN BRONZE — SPECIAL ALLOYS 


ANTIQUE BRONZE — ALUMINUM 


HANOVER WIRE CLOTH Co. 


HANOVER, PENNSYLVANIA 








MEET the FAMILY! ¢ 2232" 59¢ 


Casytid bd Pea’ Sheller a 89c 


QUALITY KITCHEN TOOLS Slicing Knite’ = SC 
ae @ Heavy-Duty Stainless 
Kitchen Shears $1 


—and more coming! 


Every live hardware store 
should carry this nationally 
known line. Get in touch with 
your jobber, or order direct 
from 


@ hold Needs set 2OC 


Dutchman’s Dish 
om man’s Dis’ 50c 


Shipped one doz. and up. 
G.N. COUGHLAN CO., Orange, N.J. west of Rocky Mts. Hes: 


Manufacturers 7 














VAUGHAN’S Famous line of new Catalin 


handle utility items is selling 
fast now. All metal parts are heavily nickel plated. 
Each item guaranteed. Red and Green Catalin Handles. 
Send for Prices and Details on this Complete Line. 


VAUGHAN NOVELTY MFG. CO., INC. 


3211-25 CARROLL AVE. CHICAGO, ILL., U.S.A. 

















Never “Knocked Out” 


The COES Steel-Handle Wrench is built to 
withstand punishment. The sturdy JAW 
can “Take it’? every time—it is a one-piece 
semi-steel casting—no rivets in the straps, 
nor is it split up the back—not one weak 
spot. Weatherproof — unbreakable — de- 
signed for heavy duty. Shops, industrial 
plants, railroads and mining companies buy 
COES Steel-Handle Wrenches because they 
serve them best and save them wrench 
money. Sizes: 6 to 21 ins. inc. All profitable 
sellers. 


Ask Your Jobber 


BEMIS & CALL CO. 
Springfield Mass. 





























store you are looking for. 





Looking for a Hardware Store? 


Tue place to find it is under the heading of Business Opportuni- 
ties in the Classified Opportunities Section of this paper. 





By watching the for-sale ads you'll be reasonably sure to secure a good pay- 
ing business at a fair price or, better still, let the trade know the kind of a 


Classified Opportunities Dept. 


HARDWARE AGE 239 West 39th St., New York City 
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Who Makes It? 


Information regarding sources of supply as provided readers 


of Hardware Age by the Who Makes It? editor ix here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected he- 
enuse of their general interest to hardware merchants and buy- 
ers. This editorial feature in each issue supplements the ser- 
vice rendered by the “Who Makes It?” issue published on Sept. 


26, 1935. 


When writing to the firms mentioned, state that you 


saw the product listed in Hardware Age “Who Makes It?” sec- 


tion or issue. 


WESSINGTON SprinGs, S. D.: 
Where can we buy a rain gage, sim- 
ilar to those in Government use, and 
which show the amount of rainfall? 

Christensen’s Hardware. 

ANSWER: Channey Mfg. Co.. 
Springfield, Ohio, Julien P. Friez & 
Sons, Inc., Baltimore St., and Cen- 
tral Ave., Baltimore, Md., and 
Draper Mfg. Co., 45 Warren St.. 
New York City. 

* * * 

Burrato, N. Y.: Furnish address 
of a firm named Dobson, which man- 
ufactures moulders’ tools—W. J. 
Darling Hardware. 

ANSWER: Wm. M. Dobson, Can. 
astota. N. Y. 

* 2 © 

Boston. Mass.: Where can we 
purchase Lighting auto polish?—H. 
M. Saunders Co. 

ANSWER: C. 
Des Moines, Iowa. 


* x * 


W. Parker Co., 


East Stroupssurc, Pa.: Who 
makes the Peerless No. 700 level 
winding reel?—-R. W. Gould Hard- 
ware Store. 

ANSWER: 
Bronson. Mich. 


* * * 


Bronson Reel Co.. 


Wesster, Mass.: Provide address 
of Roy Bros., manufacturers of cro- 
quet balls ——Waite Hardware Co. 

ANSWER: East Barnet, Vt. 

* *% % 

Brunpwce, ALtA.: Who makes the 
Motorola auto radio?—Albert Hais- 
ten Hardware. 

ANSWER: Galvin Mfg. Co., 847 
W. Harrison St., Chicago, II]. 

* * * 

BELLEVILLE, Ont., CANADA: Fur. 
nish name and address of the manu- 
facturer of the Packard electric 
razor.—F. Greer Roberts, Hard- 
ware. 

ANSWER: Progress Corp., 1 
East 43rd St., New York City. 

* * * 

East CLEVELAND, On1o: Where 
can I purchase repair parts for an 
electric percolator stamped Conti- 
nental Silver Co.?—Phil G. Wuertz, 
Hardware. 


92 


ANSWER: 187 Broadway. Brook- 
lyn, N. Y. 

* * * 

Omana, Nes.: Who makes the 
No. 2 Vac basement storage, vinegar 
dispenser ?—Paxton & Gallagher Co. 

ANSWER: Tokheim Corp., Cedar 
Rapids, Towa. 

* * * 

Weester, Mass.: Furnish name 
and address of the manufacturer of 
Murphy’s oil soap.—Gatzke Hard- 
ware Co. 

ANSWER: Phoenix Oil Co., 2554 
W. Fifth St., S. E., Cleveland, Ohio. 
* * * 

Hottanp, Micu.: Supply address 
of the James Swan Co.—Nies Hard- 
ware Co. 

ANSWER: Seymour, Conn. 

* & # 

LuverRNE, Minn.: Who makes the 
Ingo bicycle?—Nelson Bros. 

ANSWER: Ingersoll Steel & Disc 
Co., 310 S. Michigan Ave., Chicago, 
Ill. 

* *% * 

Tutsa, OKLA.: Where can we 
purchase stairways or ladders to be 
used for attics, and which can be 
drawn up into the attic when not 
in use?—Frank Hudson Steel & 
Wire Co. : 

ANSWER: Farley & Loetscher 
Mfg. Co., Dubuque, Iowa; G. M. 
Ketcham Mfg. Co., York & Wash- 
ington Sts., Brooklyn, N. Y.; Bess- 
ler Disappearing Stairway Co., 
Akron, Ohio, and Metz Mfg. Co., 
Dubuque, Iowa. 

* * *% 

VINCENNES, IND.: Who makes the 
Sipes hog oiler?—-Weed Hardware. 

ANSWER: Sipe Conditioner Mfg. 
Co., 1053 St. Louis St., Kansas City, 
Mo. 

* 8 & 

New Haven, Conn.: Who makes 
the small Utility ratchet screw 
driver which retails for 10c?—The 
F. E. Fowler Co. 

ANSWER: Utility Mirrors, Inc., 
325 Gold St., Brooklyn, N. Y. 

* 


* * 


Lowent, Mass.: Who makes a 


stapling machine for putting on 






wire screen in large quantities?— 


The Thompson Hardware Co. 


ANSWER: J. B. Crofoot Co., 

P.O. Box 783, Chicago, Ill. 
* * * 

Yonkers, N. Y.: Where can we 
purchase Vudor porch shades?—C. 
D. Serven Hardware. 

ANSWER: Hough Shade Corp.. 
Janesville, Wis. 

* * * 

East PittspurcH, Pa.: Who 
makes the Hummer lawn mower?— 
Goldhammer Hardware Co. 

ANSWER: R. Herschel Mfg. Co., 
Peoria, Il. 

* * * 

Boston, Mass.: Provide address 
of The Miller Co., manufacturers of 
flat oil stove wicks in roll lots.—A. 
Berman. 

ANSWER: The Miiler Co., 200 
Center St., Meriden, Conn. 

* * * 

RiversivE, ILti.: Furnish names 
and addresses of several manufac- 
turers of wind generated electric 
power plants. — Hessler Hardware 
Store. 

ANSWER: Universal Battery Co., 
3410 S. La Salle St., Chicago, III; 
Wind-Power Light Co., Newton, 
Iowa; Air Electric Machine Co., 
Jewell, Iowa, and Wincharger Corp., 
Sioux City, Iowa. 

* * * 

TatmacE, Nes.: Who makes the 
Security oil burner?—A. L. Fahren- 
holz. 

ANSWER: Security Stove & Mfg. 
Co., Kansas City, Mo. 

* * * 


FLorENCE, S. C.: Provide name 
and address of the manufacturer of 
Dart unions.—Schofield Hardware 
Co. 

ANSWER: E. M. Dart Mfg. Co., 
Providence, R. I. 

* * * 

Orrawa, Canapa: Who makes 
Silver Gleam silver cle aner?— 
Murphy-Gamble, Ltd. 

ANSWER: Hartford Steel Ball 
Co., West Hartford, Conn. 

* * * 

Coxsackie, N. Y.: Furnish ad- 
dress of the Wm. H. Page Boiler Co. 
—John A. Wilkinson. 

ANSWER: 200 Madison Ave., 
New York City. 

* * * 

SANForD, FLA: Where can we se- 
cure parts for a No. 286 Progress A 
wood stove?—The Hill Hardware 
Co. 

ANSWER: Louisville Tin & Stove 
Co., Louisville, Ky. 
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COLOR <athia> 
TOP 





The Color Tells the Size 


These improved fuses elimi- 
nate all ‘‘guesswork’’ = in 
buying — customers simply 
mention the COLOR which tells the SIZE. 

The COLORED top is made SHOCKPROOF— 
another distinctive feature. All metal parts 
Cadmium Plated to prevent corrosion. Every 
COLORTOP fuse bears the new ‘‘Underwriters’ 



















Label.”’ In handy five-unit cartons (50 
fuses)-—10 cartons in 7-Color Counter Disp. 
Box—-more color—more sales appeal. 

We supply Jobbers and _ Retailers 


with FREE electrotynes. 
Jobber for COLORTOPS. 


Ask your 





MILWAUKEE WISCONSIN. 


















% STAR HEEL PLATES * 








LE a a Don’t overlook the profits 
made on small items like 
Star Heel Plates. Their lead- 


: ership and quality will 
Brtag PROFITS TO You— 


if displayed where customers will see them. Nine 
popular sizes for smallest to largest shoes. 4 
gross pairs in box. Also 3 pairs assorted on cards. 
Sold by Leading Jobbers. 


Send for Samples and Prices 























* 


STAR HEEL PLATE CO. * | 


Newark N. J. 











HELP 


We're not asking for it—we’re offering it! The 
time—June 18th. The place—Hardware Age. The 
purpose—bigger and better brush sales for you. 
The product—Gold Stripe Brushes, the Gold 
Standard of Brush Quality. 


PITTSBURGH 
PLATE GLASS COMPANY 


BRUSH DIVISION 
Baltimore, Md. 


Manufacturers of Wallhide, Waterspar, Florhide, and other 
nationally known paint products. 















ALBIO 
PRESSURE GU 


For CAULKING and GLAZING 


NOTHING LIKE IT ON THE MARKET penned 

New Patented Features — ONLY GUN OR 
GUARANTEED FOR ONE YEAR THROUGH 

No springs to break. No dogs, pawls or ratchets to aoe 


get out of order. Rust-proof finish. Tremendous 


pressure and accurate control made possible by e 
improved design. 


ALBION MFG. CO. 
Albert and Martha Sts., Philadelphia, Pa. 


Send for 
Descriptive 
Circular 











SURE GRIP ROPE CLAMP 
= Tightened . 


. Easily Leesened 






TO POLE 


The only one of its kind! A pull on the rope tightens 
the line . . . a pull on the handle loosens it. Sturdy, 
efficient, unique. Takes 4 sizes of rope, from %” to %”. 
In Malleable Iron Cadmium Plated or Solid Brass. 
Write for sample and low price. 


SURE GRIP ROPE CLAMP CO. 


98 MAGAZINE ST. NEWARK, N. J. 











ILCO QUALITY PRODUCTS 
THE LATEST DEVELOPMENTS IN 
BUILDING HARDWARE 


Padlocks, Night Latches, Door Closers, 
Key Blanks and Key Cutting Machines, 
bearing the ILCO trade mark, represent 
the finest in materials and workmanship. 


INDEPENDENT' LOCK COMPANY 
Fitchburg, Mass., U. S. A. 


qo THE SYMBOL OF SUPREME LOCK PROTECTION 





REMEMBER! 


THE IRWIN AUGER BIT CO. 
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-RESELLS ITSELF 


ATTRACTIVELY 
DISPLAYED TO 
BOOST SALES 


Sell your customers Rubyfluid 
products and Rubyfluid will resell 
itself. Once they know the superior 
merits of this fast-selling solder 
they’ll always demand it. Avail- 
able in flux, paste, acid and rosin 
core solder. 


PROVE IT BEST YOURSELF 
TRY IT—FREE 











CLASSIFIED OPPORTUNITIES SECTION 





Positions Wanted Advertisements 


at special rate of one cent « word, mini- 
mum SO cents per insertion. 


All Other Classifications 


Set Selid, Maximum of 50 words... .. $3.00 
Each additional word........... 06 

All Capitals, Maximum of 50 words.. 4.00 
Each additional word............ 


Boxed Display Rates 





Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


e CLASSIFIED ADVERTISING RATES e 


Discounts for Consecutive Insertions 
4 insertions, 10% off; 8 insertions 15% off. 
Due te the special rate, these discounts do 
met apply on Positions Wanted Advertise- 
ments 
—_—e-— 

REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 

—_~e=— 


HARDWARE AGE is published every other 








NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 


Address your correspondence and replies to 
HARDWARE AGE 
Classified Opportunities Dept. 




















1 D, £66066n604060000060000008 $5.00 Thursday. Classified forms close 13 days 
Each additional inch............. to date ef publication. 239 West 39th St., New York City 
HELP WANTED SALES REPRESENTATIVES WANTED POSITIONS WANTED 
WANTED: YOUNG, EXPERIENCED RE- WANTED — EXPERIENCED SALESMEN SITUATION WANTED BY YOUNG MAN, 
TAIL HARDWARE and paint salesman to act | CALLING ON hardware and lumber trade to | ¢xPerienced in builders’ hardware business, knowl- 
as clerk and assistant manager in a live Middle | carry fast-selling hardware specialty as side line. | edge of taking off plans, detailing and estimating. 
Western retail hardware and paint store. State | Eastern and Southern States now open. Nation- | Some sales ability. Address Box C-99, care of 
experience, age, nationality, salary expected, and | ally advertised item. Carry in car, deliver and Haroware Ace, 239 W. 39th St., N. Y. City. 
religion, if any. Address Box C-102, care of | collect. Protected territory assign Address SALESMAN DESIRES CONNECTION 


Harpware Ace, 239 W. 39th St., N. Y. City. 





ANTED— EXPERIENCED BUILDERS’ 
HARDWARE SALESMAN capable of reading 
blue prints and estimating. Must have executive 
ability to manage department in large retail store, 
city in Central Illinois. Must be aggressive and 
a hard worker. Answer in own handwriting; age, 
experience, references, salary expected. Send 
photograph. Address Box C-104, care of Harp- 
ware Ace, 239 W. 39th St., N. Y. City. 





SALES REPRESENTATIVES WANTED 


MANUFACTURER’S AGENTS 
Do You Want New Lines? 


We can be of service to you—write 
us concerning your specific probl 








Box C-56, care of HArpware Acz, 239 W. 39th 
St., N. Y. City. 


CHROMIUM KITCHEN HARDWARE 





39TH ST., NEW YORK CITY. 


SALESMEN — TO REPRESENT OLD- 
ESTABLISHED saw manufacturer offering com- 
plete line of saws, including crosscut saws and 
hand saws, to the hardware trade, opportunity to 
sell hardware jobbers and hardware dealers. Must 
travel most of time and have had experience sell- 
ing hardware jobbing trade. Give full details in 
first letter stating age, education, lines now car- 
ried, territory covered and how often. Address 
Box C-81, care of Harpware Acer, 239 W. 39th 
St., N. Y. City. 











SALES AGENCY BUREAU 








BUSINESS OPPORTUNITIES 











401 Broadway New York 
: BUCK TAILS FOR FLYTIEING—three kinds 
SALESMEN DESIRING PERMANENT | from six to seventeen inches. Hackles. Squirrel 
CONNECTION WITH reliable corporation man- | ¢ai}¢ Polar bear hair. Jungle cdck necks. Hooks 
ufacturing finest fastest sellers, call on furniture, tinsel, vise, chenille, rooster necks, gut, floss. Fly- 


hardware, department stores, also jobbers, either 
whole or part time. Address—Dustmaster Corp., 
Dept. H-3, 600 First Avenue North, Minneapolis, 
Minnesota. 





SALESMAN WANTED—WELL _ ESTAB- 
LISHED NEW YORK JOBBER HAS OPEN. 
ING FOR EXPERIENCED SALESMAN IN 
METROPOLITAN AREA. STATE QUALI- 
FICATIONS. STRICTLY CONFIDENTIAL. 
ADDRESS BOX C-96, CARE OF HARDWARE 
AGE, 239 W. 39TH STREET, N. Y. CITY. 





“SALESMEN WANTED TO SELL OUR 
underwriters approved, one quart size, fire extin- 
guishers, to hardware jobbers in protected terri- 
tories everywhere, except New York State, Penn- 
sylvania, Ohio, Michigan and the West Coast. 
Commission basis. Credit for repeats. Live fac- 
tory representatives may apply with references to 





Empyre Fire Equipment Mfg. Co., Inc., 22-07 
41st Ave., Long Island City, N. Y. 
SALESMEN NOW SELLING NON-COM. 


PETING LINES to hardware and plumbing and 
heating trade. Here’s your chance to connect with 
nationally known manufacturer to sell fast-mov- 
ing, established line of quality iron pipe fittings. 
Full cooperation and generous commissions pro- 
vide outstanding opportunity for permanent repeat 
business. Few good territories open; rush full 
details of yourself and experience to Box c 101, 
case of Harpware Ace, 239 W. 39th St., N. Yy: 
ity. 


94 





tieing outfit. Unclaimed deer heads, animals, rugs, 
fish, etc. Glass eyes. Scalps, head forms, shields. 
Address—Hofman’s Flytiers’ Seat Studio, 
991 A Gates Avenue, Brooklyn, Y. 


SALES ACCOUNTS WANTED 


MANUFACTURERS’ LINES WANTED 
FOR HARDWARE, electrical and automotive 
trade in States of Oregon, Washington, Idaho 
and Utah. Straight commission basis. Can fur- 
nish best of references. Correspondence invited. 
Address Box C-103, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 


MANUFACTURERS’ REPRESENTATIVE 
WITH HEADQUARTERS IN Detroit, Michi- 
gan, now calling upon the wholesale and retail 
hardware and Dr sear stores, also department 
stores, wants additional heavy and staple, new or 
established lines of responsible manufacturers. 
Address Box C-111, care of Harpware Ace, 239 

39th St., N. Y. C. 

















NORTH CENTRAL STATES DISTRIBU- 
TION—CAPABLE, experienced sales producer 
wants line household appliances or specialties to 
sell — pee in Wisconsin, Minnesota, North a 

Dakota and Iowa. Thoroughly familiar 
Sou territory. Line must have volume possibili- 
ties and be produced by reputable, established 
manufacturer. 
ware Ace, 239 W. 


Address Box C-105, care of Harp- 
39th St., N. Y. City. 





WITH MANUFACTURER—eight years’ experi- 
ence contacting hardware and housefurnishing 
jobbing trade, chain and department stores in 
Metropolitan New York, and vicinity. Address 
Box C-84, care of HARDWARE Ace, 239 W. 39th 
Se ee 

SALESMAN — HAVE HAD OVER 15 
YEARS’ experience in the Metropolitan district 
and on the road, representing the manufacturer 
and jobber in the hardware line. Open for 
proposition in the Metropolitan district. Can 
furnish A-1 credentials as to character and abil- 
ity. Address Box C-94, care of Harpware AcE, 
239 W. 39th St., N. Y. City. 


EXPERIENCED IN HARDWARE, HOUSE- 
FURNISHINGS, ELECTRICAL, plumbing, mil} 
and factory supplies; store departmentizing and 
display work, also considerable experience in win- 
dow trimming, doing my own show card and sign 
work. Desires to locate for a permanent position 
where hard work and good sales work will 











appreciated. Address Box C-95, care of Harp- 
ware Ace, 239 W. 39th St, N. Y. City. 
SALESMAN, 37 YEARS’ EXPERIENCE 


WITH PROMINENT builders’ hardware manu- 
facturer, in New York Office and at factory. Had 
sales territory, Metropolitan New York. 
ence also in tools and general hardware. 
accept most any position offered at = 
wage. Health and physical condition good. 

dress Box we: care of Harpware Ace, 239 W. 
39th St.. City. 

TARSWARE MAN, FORTY-THREE YEARS 
of age, thoroughly experienced in retail and 
wholesale hardware, paints, sporting goods and 
kindred lines, both inside and outside, desires a 
position with responsible retail firm. Capable of 
buying, bookkeeping and store management. Sal- 
ary secondary. Free to go anywhere. Middle 
West or South preferred. Address Box C-30, care 
of Harpware AcE, 239 W. 39th St., N. ¥. City. 


TRAVELLING POSITION WANTED BY A 
capable experienced salesman of hardware, mill 
supplies and specialty items. Have many years” 
experience calling on jobbers and large retail out- 
lets in Carolinas, Virginia, West Virginia, and 
other Southern States. Can furnish best of refer- 
ences as to ability and honesty. Address Box 
C-55. care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 

STORE MANAGER SEEKS OPPORTU- 
NITY TO demonstrate worth. Well qualified in 
all managerial duties and thoroughly familiar 
with hardware and related lines and sources of 
supply. Has had twenty years of real experience. 
Christian. Married. nder forty. Finest refer- 
ences. Prefers East but will locate anywhere. 
Address Box C-112, care of Harpware Ace, 239 
W. 3%h St., N. Y. City. 

MANUFACTURER’S AGENT, 34, MAR- 
RIED, WITH STRONG following in metropoli- 
tan territory New York and New Jersey, with 
hardware and house furnishing jobbers, chain 
stores, also automotive jobbers and large auto 
chain stores, desires to represent manufacturer on 
straight commission basis. Twelve years’ experi 
ence, good record. excellent reference. Address 
Box C-100, care of Harpware Ace, 239 W. 39th 
St., N. Y. City. 

















HARDWARE AGE 























POSITIONS WANTED 





POSITIONS WANTED 


POSITIONS WANTED 











SALES MANAGER 


fields, national and foreign, is ready 


ers in these fields, 


can, 


enough to use it aggressively. Marr 





WITH TEN YEARS’ CONTACT 


with hardware, mill supply and industrial 


undertake a sales building job. Wide per- 
sonal acquaintance among the larger buy- 
Thoroughly experienced 
in sales direct to user as well as through 
jobber and dealer outlets. Also operation of 
branch sales offices and warehouses. Ameri- 
with mature judgment and young 


Speak several languages. Traveled exten- 
sively in field work and will locate any- 


to 


ied. 

















EXPERIENCED HARDWARE CLERK, RE- 
LIABLE middle aged man, employed but desires 
a change. Address Box C-108, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 





YOUNG MAN—28 YEARS OF AGE, married, 
intelligent, hard working, trustworthy, reliable, 
ambitious, thoroughly experienced for the past 10 
years in the complete hardware line. Good inside 
man—capable buyer and manager. Can furnish 
best of references. Will go anywhere in the Met- 
ropolitan area or lower Westchester County—$25 
to start. Address Box C-109, care of HarpwarEe 
Ace, 239 W. 39th St., N. Y. City. 





ASSISTANT BUYER. YOUNG MARRIED 








SALESMAN, 36 YEARS OLD, HAVING 
SUCCESSFULLY represented manufacturer Mid- 
dle West, East and South for eight years, desires 
new connection. Acquainted with hardware and 
hotel supply jobbers, large hardware retailers, de- 
partment store and chain auto accessory store 
buyers. Record speaks for itself. Address Box 
C-110, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 











POSITION WANTED—AFTER NINE 
YEARS’ experience with same firm as electrician, 
plumber, steam fitting, hot air heating, oil heaters, 
metal roofing, etc., in prosperous village of 2,000, 
personal considerations force me to make a change. 
A-1 references. New York or Northern Pennsyl- 
vania community preferred. Address Box C-107, 






































hi : MAN, twenty-four years of age, strictly modern | care of Harpware AGE, 239 W. 39th St., N. Y. 
petro “e patna Ba A ig ae ce and wide awake, wishes to make a good connec- | City. 
Ade Bex C-90 ‘ ¢ HARDWARE AGE tion with a progressive concern. Have good edu- 
ree 239 W. 30th St., N.Y. City * (| cation and three years’ buying experience with | apMINISTRATIVE EXECUTIVE IN OF- 
< . one of the largest wholesale hardware houses iti FICE MANAGEMENT, systematizing credits, 
= ioe’ a to — aa sales, collections, purchasing, correspondence, and 
MARRIED MAN, 42 YEARS OF AGE. SL_N.Y — ™ — a ae - ot sales promotion; while employed seeks a connec- 
Twenty-three years’ housefurnishing experience oe sia Sines tion — top man — * + org "The 
] d dent, al terri- 3 ness an elegate some o is burdens. e 
torial ‘deguaseinetiee. ‘Nationally advertised ion BUILDERS’ HARDWARE CONTRACT | Company should be handling merchandise for in- 
Now employed similar capacity. Desires to make | MAN, EXPERIENCED, also general hardware | dustries, farming, builders and contractors and 
—_ change. Will consider connection with manu- | knowledge, estimates from plans and specifica- | may retail as well. This man can bring vision 
facturer or merchandising department. Address | tions, makes hardware specifications, familiar with | and accomplishments—University éducation, Chris- 
Box C-82, care of Harpware AGE, 239 W. 39th | template work, also have had ten years’ factory | tian and married. The company may be in a small 
St. N.Y City , ? experience; capable manager builders’ hardware | community but if good rating—believe they want 
_ St., N. ¥. ° a. — —— ——_ ~— to go further and ee ae ——— — 
FORMER EMPLOYER RECOMMENDS | ° actory. cation no object. Address ox in business, then for complete details write 
iN. YOUNG MAN OF executive calibre. I have =, —_ of Harpware AcE, 239 W. 39th St., | Jonquil Ave., Baltimore, Maryland. 
ng. high regard for this young man, 21. He has ave - OUlty. 
of —— and as, Snes for the top. Lg eas maesam wien saunve Thane 
* the three years he was in my organization, § .ES} y — ELVE ‘ARS’ 
ty. was often impressed by his keen observations | EXPERIENCE in the Metropolitan New York Hardware Personnel 
IN and practical suggestions. He now attends the | City area seeks either a permanent selling con- és Ges dante enitinathens at senuah wanieel ot 
eri- evening session at New York University, where | nection or a group of lines to be sold through Saviohand’ mat sali trained ‘empleyoss ia the hard- 
ing he is studying advertising and marketing. He | wholesalers, retailers and industrial supply dis- ware industries 
= is good material for a junior executive position. | tributors in this territory. Enjoys wide and favor- NO CHARGE To cuplevens FOR THIS 
ess He would like to connect with the sales promo- | able acquaintance in this field and can_ furnish SE ie aie alias 
ath tion or advertising department of a New York | satisfactory references as to character, ability and It MSSOCIATED any help to 30 BUREAU 
—_ concern. rite me for his name. Address | energy. Owns a car which is available. Address 152 West 42nd Street New York City 
15 Box C-113, care of Harpware Ace, 239 W. 39th | Robert L. Hammond, P. O. 725, Babylon, Long WIS. 7-1802, 1803 
‘ict St., N. Y. City. Island, N. Y. 
rer 
for 
‘an 
pil- 
GE, 
= 
iil} 
z Did ke 
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2 tad you know that ~ 
ion 
be 
RD- 
ty. 
-E . 
(oy e ° ° 
rs Nine out of Ten (92%) of the advertisers using the national hardware 
Ti- 
= papers during 1935 used Hardware Age! 
\d- 
W. ° 
RS 
nd and 
nd 
a 
. 
al- . 
le Seven out of Ten (69%) of those who used Hardware Age durimg 1935 
ty. 
A used Hardware Age ONLY. 
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pr- ° ° . 
ox This great advertiser preference for and confidence in Hardware Age has been 
aoe 
U- built up year by year as more and more manufacturers experienced its effec- 
in 
ar “ ° ° . 
of tiveness as an instrument for cultivating the great hardware market. 
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re. 
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“a Advertisers, experienced in marketing through the hardware trade, know that 
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in it Pays to Concentrate in Hardware Age. 
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The Dash (—) Indicates that the Advertisement Does Not Appear in This Issue 
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\ LET THIS STOVE PIPE SALESMAN 


WORK FOR YOU all day Long 


He will 








You can have a special Stove Pipe salesman this fall. 















a3 work for you every day, all day long — constantly calling the 
: attention of your customers to Stove Pipe and Elbows. He will 
91 make your store more attractive and increase your Stove Pipe 
8] business. He is the 

MiLCOR> 

- STOVE PIPE DISPLAY RACK 

- Order the rack to be shipped with your LockJoint and Titelock 
- Stove Pipe and Elbows. Made from 7 pieces of notched 100- 
é point bristol board. Assembled in a jiffy. Strong, sturdy, light 
90 and practical. Printed in five colors and lined with buff cover- 






ing. This is the Stove Pipe merchandising 
sensation of the year! 







= yaa gr. A stove pire 

- Nee | abe ae DISPLAY SELL /OCK JOINT STOVE PIPE 
: 4 ie aia ta LockJoint is the finest Stove Pipe on the 

market, bar none. So easily locked that a 








child can put it together, but a giant can- 
not take it apart. If you haven't seen the 






exclusive “Fade-away" Crimp on Milcor 
Stove Pipe and Beaded Corrugated Elbows, 
send for a sample today. 


BUY THRU YOUR JOBBER 






MADE BY 


= THE LEADING 
: MANUFACTURER 


STOVE PIPE, ELBOWS, 
ik AIRTITE HEATERS, ATTRACTS 
g GALVANIZED AND (yy 
7" TIN FURNACE PIPE STORE 


AND FITTINGS... 
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eti0 HEATERS cor 


The AIRFLO Circulating Heater hae 
vents at top and bottom which create 
circulation of warm air throughout the 
room. it works like a modern warm air 
furnace and is remarkably efficient, sturdy 
and well-built for tasting satisfaction. 
The MILCOR Is another member of a 
fine family of heaters. It has a large, 















erate perfectly under all conditions. tf 
you are not acquainted with these Air- 
tite Wood-burning Heaters, send for our 
new, attractive cireular. 










MILCOR STEEL COMPANY 


MILWAUKEE, WISCONSIN CANTON, OHIO 
CHICAGO, ILL. KANSAS CITY, MO. LA CROSSE, WIS. 
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ECONOMY YARD DRYERS 


Umbrella type, with More Good Luck Jar Rub- 
welded steel post gal- bers are sold than any other 
vanized and galva- kind. Used by experts and 
nized malleable cast- home canners for 20 years. 
ings. Long wood Highest quality jar rubber 
arms and steel support arms made. Nationally adver- 
enameled attractive green. Can tised. Excellent profit. Big 
be removed from ground box repeats. 10c a doz. Two 
(which is included), when not Ay thi_Z gross (24 cartons) in full 
in use. No. 4 L Dryer with 4 “ color display container. 

lines, 100 ft. cotton rope—No. 5L 


Dryer 5 lines, 130 ft. Both profitable sellers. ‘ecToleo} om aele Ge rrae-diiill-ta- 


THE MOULTON LADDER MFG. CO. With the BIG handy lip 
SOMERVILLE MASS. BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 
New York Distributor: H. KORNAHRENS, INC. 














Increase dime sales WITH THIS NEW ALLMETAL 
REVOLVING DISPLAY CABINET... . . is FREE! 


With an order for only 72 window 

front packets of Moore Push-Pins, 

glass and aluminum heads, and push- 

less hangers, you can receive absolutely 

free, this new, attractive revolving dis- 

play cabinet . . . Dealers everywhere have 

told us that sales literally jumped the 
day they placed it on their counter. 

Start this very day to increase your 


dime sales...order from your jobber. F L Oo E N e sie | S T @) V E Cc °. 


MOORE PUSH-PIN CO. GARDNER, MASS. & a KANKAKEE, ILL. 
113-125 Berkley St., Phila. NEW YORK, CHICAGO, BOSTON, ATLANTA, DALLAS, DETROIT, SAN FRANCISCO 
























































LOOK FOR THE DISTINCTIVE 
RED EDGE SCREEN CLOTH || LOOK FOR 1H 


Simplifies — red-white-black 
Selling YOUR CUSTOMERS DO! 


The accurate, self-measured Red Edge 
all 


TaASe MARM RES US. OAT. OFF, 


roll will save you real dollars. No waste 
BRANDS 


im cutting—no time lost in measuring Sun-Red Edge AlumiaA O K 
i 


while other customers walk out. The _— with 


perpetual inventory tag also saves time Sun-Red Edge Black , , P 
(painted) if they re 


and sales. Write for sales helps. Sun-Red Edge Bronze 


REYNOLDS WIRE CO., DIXON, ILL.|| w w oross & CO. INC., EAST JAFFREY, N. H. 














Gensin DOMES 9 SILENCE || tan 
SLIDE SILENTLY - SOFTLY- SMOOTHLY ilver Lake Sash 
40¢ SET- 10% SET- i SAVE FURNITURE 
= & FLOORS-CREATE QUIET 
<9 Look for words DOMES ¢f SILENCE 
INSULATED-NOISELESS FOR TILE 
= su OR MARINE FROORS 10 
BATH ROOMS. RESTAURANTS, ETC. 
LARGE SIZE FOR METAL & WOOD BEDS 
Nee — J LARGE CHAIRS & ALL FURNITURE... 
Ask your Jobber— 
If he is not supplied, write to 


DOMES of SILENCE, Inc., 35 Pearl St., WN. Y. C. 
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GLIDDEN for Highest Quality!” 


¢ Suppose a Glidden salesman could 
get you and all your local competitors 
around a table. 


Then suppose he’d say something like 
this — 

*“Gentlemen, there are a thousand differ- 
ent brands of — on the market—some 
good—some bad—some indifferent. 


“I believe that the Glidden line is the 
best in Quality. 

“And furthermore, I believe it is the 
best money-making line in the country. 


Glidden not only gives you Quality 
paints, varnishes, lacquers and enamels, 


but helps you se// them. We have a sales 
and merchandising plan that makes the 
Glidden dealer the outstanding paint 
merchant in his community. We can 
bring people into your store. We can 
make them repeat buyers. We are 
confident we can increase your sales.” 


You know that some smart man around 
that table would get that Glidden 
proposition—and get it quick. 

Well, you can be that man—and you 
can make the money in your town—if 
you get the Glidden sales plan before 
somebody else does. Write~and we'll 
be glad to work with you. 


THE GLIDDEN COMPANY «® Cleveland, Ohio 





Paints , Lacquers 
Varnishes Everywhere on Everything Enamels 
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184.3~SwAPLeIGH’s MVETY-THREE YEARS OF HONORABLE SERVICE-1936 


9 
TRADE MARK IN THE U.S. 
REGISTERED PAT. OFFICE 


ESTABLISHED 1843 
ST. LOUIS.U.S.A. 


DiAMOND EpcE 


TRADE MARK 
REGISTERED ~ PAT. OFFICE 


LAWN MOwerRs 


Upright Handle 


Feature 


Fast Cutting 
Least Exertion 


Attractively Finished in Gold Bronze— Crimson Trimmed 


Our Spring Goods Stock is Complete 


m\ 4 
Ask Our Salesman To Show You Our Full Line a 
DIAMOND EDGE Is_A QUALITY PLEDGE ss 























Shapleigh National Series No. 1789 HARDWARE ACE 























